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: 3 Of every £100 of personal i 
E . expenditure in this country, _ 
women are wholly respon- 
4 sible for spending nearly £40 
‘ and have a large share of the 
7 responsibility for spending 
3 another £50.* 


In other words, a decisive influence 
on the spending of 90% of all personal 
expenditure in this country is exercised 
by women. WOMAN, with by far the 
greatest A.B.C. weekly net sale amongst 
popular weeklies in Britain, is your finest 
investment in 1952. 


er 


— 


* Personal Expenditure table from National Income 
and Expenditure of the U.K. (Cmd. 8203) allocated 
as a result of market surveys. 


MEMBER A.B C 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTER POR A STRAIGHT LINE x 
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To The Editor.. 


Duncan Appeals 
For N.A.B.S. 


Increasing costs in carrying out 
its work and the need to provide 
for an expanding industry are 
siressed by A. C. Duncan, this 
year’s president, in his appeal for 
support tor N.A.B.S, 

Mr. Duncan (who is chairman of 
)Odhams Press) pays a tribute to the 
)wonderful day-to-day record of 
'N.A.B.S, in alleviating the cares of 

‘old age, sickness, or musfortune. 

A note on covenanted subscrip- 
tions poimts out that during last 

Tyear the Society received trom them 

more than £600 recovered in income 
Ptax. li subscribers are prepared to 
Lcovenant tor a period of seven 
Fycars, une Society recovers the whole 
Fol ihe mcome tax on the donation 
@l the rate operating over the years 
pin question. At wo-day’s rate of 
7¥s. Od. in the & for every pound 
given, the Society recovers 18s. 1d. 
»addiuonal, 


Italian Interest In 
- Dublin P.R. Course 


| The Universita Internazionale 
Pro Deo, Rome, has requested sum- 
tmaries of several of the lectures 
delivered carler this year in the first 
public relauons course organised at 
the Dublin High School of Com- 
merce, 

Ihe  secretary-general of the 
Whiversity, Protessor Ferruccio 
Prodam, in making the request said 
that ne believed they would be of 
Breat interest for the propaganda 
and adverusing courses im _ the 
University. 


T ry ~ 
ON THE MAP 

A map of Berkshire as it was in 
1844 was incorporaicd in a West- 
minster Bank ad. placed by Charles 
Barker & Sons Lid. in the North 
Berks Herald and other weeklies. 

Copy, with an historical slant, em- 
phasised the Bank's local associa- 
uions which have lasted tor 100 
years, adding: “Through good 
times and bad it has provided—and 
will continue to provide—a banking 
service which meets the needs of the 
times.” 


How Agencies 
Could Help 
Art Schools 


Sin,—The criticism constantly 
levelied at art schools by com- 
mercial studios and advertising 
ageacies is that the commercial 
art Wraiming is mOt practical, and 
that practical knowiedge of the 
joD 18 Oecessary Delore an artist 
cao earn a living. 

The tunctuuon of an agency and 
a studio Is to provide their clients 
with advice and ideas On the besi 
ways Ol seiling their goods al any 
Parucuiar Moment in any par- 
ucular Market. 

lbe proviem of an art school 
is tO provide a Sludent wilh the 
necessary traiming that will be the 
foundauon of a career that has 
the possibility of development, 
both financiaily and arustically. 
Ihe agency wants to find students 
who will, immediately upon leav- 
ing a school of art, fit into the 


IN THIS ISSUE— 
“Advertiser's Weekly” List of 
Books on Advertising—page 453, 
NEXT WEEK'S issue will include 
an article on a new quota samp- 
ling technique in market research. 


particular line of work that that 
agency is producing. To find such 
a student is very diilicult, and 
therefore, advertusing agencies 
criticise art schools tor not pro- 
viding practical training—a ,crili- 
cism that is true from their point 
of view but is not entirely justi- 
fied when the broader function ol 
art school training is considered. 

There is, however, a way in 
which agencies and commercial 
studios and art schools could 
help each other. If agencies 
would make contact with art 
schools and arrange with the 
head of the department to have 
certain work done at stated inter- 
vals in the school—not as com- 
missions but aS an understudy to 
the agencies’ own artist. Prac- 
tical experience and artistic devel- 
opment would then be possible. 
Moreover, the agency would be 
able to recruit, from the art 
school, students whom it con- 
sidered suitable for its particular 
kind of work. 

If this plan was followed a 
proper liaison would be made be- 
tween the commercial world and 
the art student, and the possibility 
that the professional artist would 


have his prices undercut by 
students would be avoided, The 
undercutting ol prices 1S a Con- 
lingency tinat does sometimes 
arise, and js, in the long run, to 
be deplored by boih protessonai 
aruust and art student. 
B. SPURRIER, 

Commercial Ari Instructor, 
The Polytechnic School of 
Art, 1. 


Itching Pencils 


Sin,—lIt is interesting to noite 
that Vick arc encouraging 
travellers on London's Under- 
ground to add scribbles to their 
piatform posters. his is a really 
intriguing trend, especially after 
sO many companies have been 
plagued for many years by num- 
bers of people who want to place 
moustaches on beautiul girls, 
pencil black teeth on models and 
add beards to well shaven men. 

This job for Vick is so well 
printed that the scrawis of the 
artist look extremely authentic 
even under close inspection. But 
it is also somewhat enlightening 
nd yet quite discouraging for 
me to see a few of the rather 
crude pencillings that have 
already been added in some 
points by certain Londoners. 

ALAN BETTS, 
Alan Betts & Associates Lid. 


House Hunting 


Sirn,—"“Contact’s” account of 
Stuart Emery’s Pouse (Mainly 
Personal Novembey 22) rubs salt 
into the open wound of countless 
others who have also considered 
the means adopted by Mr. Emery 
to obtain a house. 

How easy he makes it sound 
on paper! Perhaps Contact has 
not heard of that little word 
LICENCE. I certainly have, 
after being unsuccessful during 
the last four years to obtain one. 

S. J. MIDSON. 
116a Mora Road, N.W.2. 


Congratulations 
Sirk,—We recently received a 
copy of your 2,000th edition. 
As subscribers to your esteemed 
paper please accept our congratu- 
lations on this occasion and best 
wishes for continued activities. 
We would specially mention 
your unabated efforts to enhance 
and promote the advertising 
business. 
C. EPHRONY, 
Ephrony Advertising. 
Telaviv, Israel. 


Dublin Awards 
Presented 


The Dublin High School of Com- 
merce has announced the following 
awards in its advertising and publi- 
city, and art in industry and com- 
merce courses for 1950-51: 

Conlon Memorial Gold Medal 
for best student (presented by Lrish 
Advertising-Press Club) and three 
cash awards in classes for media and 
space buying, marketing Tr and 
campaign planning, printing 
and reproduction sasthade—Jamnes 
P. Keane, Browne and Nolan Ltd., 
Clonskeagh, Dublin. 

Advertising routine (cash award) 
—Bernard V. Share, Dublin Univer- 
sity. 

Copywriting and advertisement 
construction, and layout, illustra- 
tion and display (two cash awards) 
—Patrick Daly, publicity dept., Aer 
Lingus. 

Art in 
(cash 
Dublin. 

Odeon Art Prize (limited to em- 
ployees of Odeon, Ireland, Ltd.) 
divided between Stephen Doyle and 
Patrick G. Harling. 

Cash awards for these courses are 
contributed by the Publicity Club of 
Ireland, the Irish Association of 
Advertising Agencies and the Dublin 
Newspaper Managers’ Committee. 


industry and commerce 
prize)— Gigrien Glaeser, 


Market Research 
Week-end Course 


Speakers for the third week-end 
course organised by the Market 
Research Society to be held at the 
1.1.P.A. headquarters at Belgrave 
Square this Saturday and Sunday, 
include W. N. Coglan (““What mar- 
ket research is and its part in 
advertising and selling’), C. Scar- 
borough (“Ways of conducting con- 
sumer research”), Harry Henry 
(“Theory of sampling and choice of 
samples”), Graeme Cranch (“The 
questionnaire”’), Edwards 
(“Ways of conducting retail re- 
search”), L. W. Desbrow (“Market 
research and the selection of adver- 
tising media”), Olaf Ellefsen (“Pro- 
duct testing and test campaigns”), 
and Henry Durant (“Market re- 
search and the copywriter’’). 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London W.I. 


Tet 
SPECIALISED - 
= BOOK FOR SELLING 
CORSETRY & UNDERWEAR 


Tel.: REG 7557 | 
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ANN 


COMMENCES 
IN THE MARCH 


INCLUDES 
@ MAKE-UP 
© SKIN CARE 
@ HAIR STYLING 
@ FASHION 
@ FIGURE CONTROL 
@ HEALTH & FITNESS ETC. 


AND 


BEAUTY 


for the woman whe wants to look her best 
AN A.P. PUBLICATION - PAGE RATE £150 - | 3 MONTHLY 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E.C4 


SEYMOUR’S 


Link up with WOMAN AND BEAUTY’s great new beauty drive— 
an all-out month-by-month campaign by Ann Seymour to 
help women in their quest for beauty. If you are marketing 
beauty aids, toilet preparations, dress-wear or anything for 
the well-groomed woman, you will want to be represented in 
these issues. But don’t forget that women who look their 
best want more from life. WOMAN & BEAUTY is going to 
town on beauty—but it’s going to be a merchandising 
mission for all our advertisers ! 
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for saying important 
things to Britain’s 


most important market =) 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 lin 
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A.A. Will Appoint P.R.O. To Tell Public 
| About Benefits Of Advertising 


‘ACTIVE ANTAGONISM’ MAY SPRING 
FROM LACK OF UNDERSTANDING 


PAUSE IN 
ENTERPRISE 
CAMPAIGN 


There is to be a three months’ 
pause in the Free Enterprise 
campaign launched by the 
Institute of Directors in July 
and suspended when the 
General Election came. 

The future of the campaign will 
be decided when the results are 
known of a public opinion poll 
which ‘has just been concluded. 

Sinclair Wood (F. C. Pritchard, 
Wood & Partners who handle 
the Free Enterprise campaign, 
in conjunction with C. 
Casson Lid.) told the autumn 
conference of the Institute: 
“The Policy Committee is 
quite firmly of the opinion that 
the campaign should continue.” 

During the period of the adver- 
tising campaign before Octo- 
ber, free enterprise must have 
been felt by most people to 
have been on the offensive. 
There was in power a Govern- 
ment which was the negation 
of free enterprise. A change 
had now taken place. 


Political Climate 


Mr. Wood added: “The results 
of the last election have told 
us little about this question of 
free enterprise and what the 
people of the country think 
about it. The cam»aign was 
not fought on the question of 
free enterprise.” 

The policy committee felt that the 
need for the campaign was as 
great as ever if not greater. 

What was not clear was the 
detailed tactics which should 
be followed. Future plans must 
be guided by what turned out 
to de the new political climate. 
They would probably have to 
wait until January before a 
clear assessment could be 
made. In particular they would 
have to wait until Parliament 
reassembled to hear more pre- 
cisely what measures were pro- 
posed by the Government, 
Particularly in respect of iron 
and steel. 


The Advertising A*-ociation 
is to appei.t a “P.R.O. for 
advertising,” whose job will 
be to tell the public of the 
benefits which advertising 
brings. 

Advertisements inviting ap- 
plications ior this position will 
appear pext week. 7 

explaining the nature of, the 
work he will be called upon to 
do, Ronald B. Browne (joint 
managing director, T. B. Browne, 
Ltd.), chairman of the Associa- 


tioa’s publicity committee, re- 


called some of the many attacks 
on advertising that had appeared 
in recent years: such as Dr. 
Dalton’s proposal to impose what 
was in effect a tax on advertising; 
the criticisms of the Council for 
the Preservation of Rural Eng- 
land; and the move in favour of 
consumer advice centres. 

“There is not so much an 
active antagonism to advertising 
on the part of the public as lack 
of understand.ng of its benefits,” 
he said, “and this lack of under- 
standing makes possible expres- 
sions of aciive antagonism from 
people who think this is in their 
interest. 

_ “The object of this public rela- 
tions rlan is to produce such an 


opinion positively in favour of 


advertising that people will not 
find it to their interest to attack 
x” 

Emphasising that this was by 
no means the first time that the 
Association had thought of 
public relations for advertising, 
Mr. Browne recalled the very 
successful campaigns that began 
in 1934, the work for which was 
done voluntarily by agencies. In 
1936, £100,000 of advertising 
Space was given free by the Press 
for this purpose, and in the 
following three years some 
£50,009 or £60,900 of space each 
year. 

These were, however, cam- 
paigns to the consumer, their 
main purpose being to point out 
advertising’s benefits to the manu- 
facturer. 

Among the groups it was desir- 
able to influence were: con- 
sumers; industrialists; the Press 
and other media of information; 
authoritative institutions, such as 
medicine, the law, Church 
organisations, and trade unions; 
the political arena; and the Civil 
Service, 

First task of the new public 
relations officer would be to con- 
sult with all concerned, examine 
the work of the Association, and 
draw up a provisional plan of 
action for consideration by the 
publicity committee. 


Conference 


Resolution 


The main resolution passed 
at the International Advertis- 
ing Conference has been re- 
produced by the Advertising 
Association and is being sent 
1o all delegates. 

It has been finely printed on 
an 184 in. x 11 in. sheet of 
thick cream paper, with the 
heading “Resolution” in bold 
red caps. under the Confer- 
ence insignia, and with Lord 
Mackintosh’s signature in 
blue. The border contains 
the names of the participating 
countries, printed in red. 


‘Express’ Half-Page 
Every Day 


From January 1 the Daily 
Express page 3 half-page ad. 
spaces will be resumed in every 
issue irrespective of the size of 
the paper. 

Price of this space will go up 
£300 to £2,500. 

Advertisers who have booked 
11 x 4 page 3 spaces will be 
asked to transfer to half-pages. 

Since May half-page spaces 
were available only when the 
paper was of eight pages. 


G. R. Pope (The Times) has been 
elected hon. secretary of the Adver- 
tising Association in succession to 
W. W. J. Studd. 


Local Government Service 


232.500 


MONTHLY 


PAGE RATE: £130 


The Official Journal of NALGO 


COMPLETE 


- MUNICIPAL COVERAGE 


Also a Good Buy for Men’s Wear, Tobacco 
Drinks, Sportswear, Shaving and Toilet Requisites. 
TYPE AREA: 9}” x 7” 


INFORMATION FROM 


REGINALD HARRIS PUBLICATIONS LTD., 12 STANHOPE ROW, LONDON, W.! OR TELEPHONE GROSVENOR 3879 
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NEARLY £11 MILLION ON PRESS ADS. 
IN 3 MONTHS WAS ALL-TIME RECORD 


Here is the Review’s breakdown of the quarter’s spending: 


 poncone expenditure on display advertising during 


the third 


quarter of this year was £10,610,769—*“the largest amount 
we have ever recorded for any quarter,” states the Statistical 
Review of Press Advertising, published to-day. This repre- 
sents an increase of 21-37 per cent on the same quarter of 1950. 


September’ 8 total (£3. 918. 793) 
is the “biggest ever” for a 
month. 

It is pointed out that this is 
the first time this year that a 
true comparison can be made 
with the corresponding quarter 
last year, since the space avail- 
able was about the same. 

Ithough there was the custo- 
mary decline of advertising in 
August, it was not nearly so 
marked as in previous years. In 
1950, for instance, expenditure 
fell by 9-2 per cent as compared 
with July. This year the fall is 
4-8 per cent. 

Monthly totals were: 
£3,428,198 (£2,883,753 in 1950); 
August £3,263,778 (£2.619,115); 
September £3,918.793 (£3,157,513). 

During the quarter Government 
advertising declined _ slightly, 
totalling £254,122 against £259,074 
during the corresponding quarter 
last year. 

Revenues of all media groups 


July 


were higher, particularly those of 
periodicals. 

The total for the first nine 
months of 1951 is £30,425,125 
which is 12:26 above the 1950 
figure. Relative increases in the 
revenues of magazines and tech- 
nical journals are by far the 
greatest at over 30 per cent. 
Among newspapers, provincial 
dailies record the highest increase 
with 15-93 per cent. 

Advertising of beer continues 
to expand. The quarter's total 
was £198,253, against £159,863 
in the preceding quarter, and 
£137,908 in the corresponding 
quarter of 1950. Guinness is 
consistently the most heavily ad- 
vertised brand, with an expendi- 
ture of £112,951 during the first 
nine months of the year. 

Biscuits accounted for £109,036, 
a rise of £17,000 on the previous 
quarter, and £46,000 more than 
was recorded a year ago. Cad- 

@ Continued on page 469 


‘Ads. Must Acquire Intimate 
Technique Of Editorial’ 


The Advertising Creative Circle 
“doffed its creative caps to the 
women in advertising” at a 
dinner meeting last week 

Guests included nine members 
of the Women’s Advertising 
Club, three of whom opened the 


evening’s discussion on “Why 
does editorial pull better than 
advertising?" 

Mrs. Helen Cheney, of Mathe: 


& Crowther Ltd.. 
ing and editorial both have to 
sell, but editorial has the 
easier job. The majority of people 
seem to have a natural resistance 
to advertising, and they read ad- 
vertisements with a different eye. 
if they read them at all. When 
a product or service is writte 
about in the editorial columns. i: 


said “Advertis- 


—Mary Gowing 
is offered as part of friendly 
trusted advice from someone who 
does not personally profit from 
the recommendation.” 

Mrs. Mary Gowing of S. H. 
Benson Ltd., declared: “The 
answer is to adopt the editor's 
more personal and intimate tech- 
nique to make advertisements 
worth looking at for their own 
sake.” 

Miss Doris Richardson, Nor- 
man Kark Publications, taking 
the side of advertising against 
editorial, deplored the departure 
of the “ideas man.” Market re- 
search and figures had, she be- 
lieved, dulled inventive powers. 
She recalled several famous 
slogans which, she said, had been 
built up by advertising. 


| 


| 3rd ger. 3rd | Rise 
1950 ri | % 
£ £ 
London Mornings ‘ | 2,677,287 | +10-26 
London Evenings eee 570,196 +24-79 
National Sundays 1,028,763 +13°65 
Provincial Dailies 1,082,811 +25-87 
Provincial and Sub Weeklies 348,980 | + 3-85 
Magazines = 2,555,001 | | + 36-60 
T ical an 58,483 | 461 +47-19 
Trade : : oie 338,761 | 412,392 +21-73 
Total 8,660,381 10,610,769 | +21-37 
ao by media groups for the first nine months of 1950 
and 1951. 
- 
| ™. ino | Fan.-Sept. 2 
1951 Rise or 
Fall % 
London Mornings 2 + | 7,876,847 8,076,462 4 | + 2-53 
London Evenings > - | 1,866,651 + 2-02 
National Sundays 3,247,227 | — 3-95 
Provincial Dailies i 3,529,192 +15-93 
Provincial and Sub Weeklies .. = »111,078 | — 5-62 
azines . we | Sales | +22-18 
Technical | 784,297 034,349 | +31-88 
Trade | 1,011,132 | 1,192,571 | +1794 
1 | 
Total | 27,102,243 | 30,425,125 iP 


More Outdoor Sites "i 


Faced By 


Challenges to ou\door adver- 
tising are gaining momentum 
in various parts of the country. 

One of the first |ocal authori- 
ties to take action under the 
Planning Act is Westminster City 
Council, which has called on all 
advertisers with space in 
Trafalgar Square to apply to the 
council for “express consent to 
continue display.” A council 
spokesman said “The council has 
decided to challenge certain exist- 
ing advertisements in Trafalgar 
Square. 

“This is the first step towards 
controlling the amount of dis- 
play.” Every application would 
be passed to the Ministry of 
Works for criticism before con- 
sent was given 


Commons Question 

Mr. Harold Macmillan, 
Minister of Housing and Local 
Government, replying to ques- 
tions in the Commons, said that 
no proposals for the prohibition 
of illuminated advertising signs 
in Trafalgar Square were yet 
before him. He would carefully 
consider any appeal which might 
be made to him, 

Roland Robinson (Con. Black- 
pool South) asked if the Minister 
was aware that the lights were of 
great interest to provincial visitors 
and whether he would take steps 
to ensure uniform lighting? 

Sir Harold Webbe (Con. Cities 
of London and Westminster) 
asked for assurance that if ob- 
jections were made to the adver- 
tisements, that a public inquiry 
would be held before any deci- 
sion was reached. 


Challenge 


The Minister said he would 
rather wait and see whether any 
trouble arose or not. 

Chichester Rural Council have 
made a survey of the main A27 


Portsmouth Road, and are 
recommending that 24 sites 
should be removed. These are 


at points along the road from 
Tangmere to the city boundary 
and from Old _ Fishbourne 
through Nutbourne and South- 
bourne to Hermitage. 

A council official] said that 
these sites were the major ones on 
what was probably their busiest 
highway. 

Permission given by Esher 
council for the erection of a site 
for Goodyear Tyres was criticised 
last week at a meeting of Surrey 
Planning committee. The com- 
mittee had before jt details of 17 
sites—16 in the Farnham district 
and one in Esher—which were 
considered to be detrimental to 
amenities. 

At Southampton the borough 
architect is preparing a report of 
possible areas for special control. 

Manchester Corporation's deci- 
sion not to allow advertising on 
a gable wall at West Gorton has 
been endorsed by the Ministry of 
Housing and Local Government. 

Meanwhile the Outdoor Adver- 
tising Industry Advisory com- 
mittee has taken exception to the 
inclusion of certain parts of the 
city of Bedford in an area of 
special contro]. It is hoped, how- 
ever, that further discussions with 
the planning officer for Bedford- 
shire will result in some measure 
of agreement before the public 
inquiry is held. 
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ADVERTISER’S WEEKLY 


Conference Surplus May Be Used To Foster 
Its Aims And Ideas 


SIR MILES THOMAS NOMINATED AS 
A.A, PRESIDENT FOR SECOND YEAR 


part of the £5,700 surplus from the International Adver- 

tising Conference will probably be transferred to the 
Advertising Association to enable it to carry on the work 
and prosecute the ideas initiated at the Conference, it was 


announced at the annual 
meeting of the Advertising 
Association on Monday. 

Other important announce- 
ments and decisions at the meet- 
ing were: 

Sir Miles Thomas has agreed 
to accept nomination as president 
for a further year. 

As a result of an amendment 
to the Articles, Drummond L. 
Armstrong, formerly director and 
general secretary, is now director 
general and secretary. 

It will henceforth be possible 
to appoint additional vice- 
presidents who need not have 
held the office of president. 

The annual subscription, as 
from August 1, 1952, will be 
three guineas, instead of one 
guinea, 

W. W. J. Studd (hon. secretary), 
who presided in the absence 
througn illness of Norman Moore 
(hon. treasurer), explained that 
the rule regarding vice-presidents 
would allow this honour to be 
conferred on someone who had 


rendered distinguished service to 
advertising but had not been a 
president of the Association. 

Mr. Studd said it was satisfac- 
tory that the income for the year 
to July 31, 1951, was £12,700. 
Including revenue from examina- 
tion fees, the income exceeded 
£13,000 for the first time in the 
Association's history. 

To fill 16 vacancies on the 
council of the Association, the 
following retiring members were 
re-elected: R. B. Browne, joint 
managing director, T. B. Browne 
Ltd.; Ivor Cooper, marketing ad- 
viser, Lever Bros. and Unilever 
Ltd.; W. H. F. Emmett, chairman 
and managing director, W. H. 
Emmett & Co., Ltd.; G. J. Fresh- 
water, advertising controller, 
Electric and Musical Industries 
Ltd.; Geoffrey T. Haddon, direc- 
tor, John Haddon & Co., Ltd.; 
Clifford J. Harrison, marketing 
director, Horlicks Ltd.; W. Hinks, 
governing director, 1. Walter 
Thompson Co., Ltd.; Norman 
Moore, chairman, S$. H. Benson 
Ltd.; T. G. Moore, general man- 
ager (South), Portsmouth and 
Sunderland Newspapers Ltd. 
(also representing Newspaper 
Society); R. H. Penney, advertise- 
ment director, Northcliffe News- 
papers Group; M. Pick, advertis- 
ing manager, Arthur Guinness, 
Son & Co., Ltd.; John L. Ver- 
rinder, advertisement manager, 
Punch and the Countryman. The 
following new members were 
elected: E. Glanville Benn, chair- 
man, Benn Bros., Ltd.; W. Faux, 
director of advertising, Associ- 
ated Newspapers; H. N. Packard, 
advertising manager, I. & R. 
Morley Ltd.; A. Robertson- 
Macdonald, advertisement direc- 
tor, Provincial Newspapers. 


Mackintosh Medal Is New 
A.A. Award 


Sir Miles Thomas, president, announced at the annual 
dinner of the Advertising Association on Monday, that: 

A new award of merit, the Mackintosh Medal, has been 
created “for public and personal service to advertising,” 
Lord Mackintosh himself being the first recipient. 

The Advertising Association is to set up a public relations 


department. 


F. P. Bishop has been honoured with a vice-presidency of 


the Association. 

The hundreds of guests who 
attended the brilliant function at 
the Dorchester saw Lord Mackin- 
tosh receive the award while 
standing in front of a huge 
photographic reproduction of the 
obverse and reverse sides of the 
medal (illustrated above). 

The toast of the Association 
was proposed by Lord Woolton, 
who said: 

“If you can increase con- 
sumption of the goods you adver- 
tise and, as a result, those goods 
can be produced in greater 
volume and therefore cheaper, 
you will have done your share in 
the job that the country sadly 
needs doing: that is, reducing the 
cost of goods to the ultimate 
consumer. You are one of the 
factors in British commerce that 
are serving the nation, and 
through an extension of your 
facilities 1 believe that you can 
do much to help us out of our 
present troubles. 

The Mackintosh Medal, said 
Sir Miles Thomas, would not be 


awarded as recognition of business 
success, of technical achievement 
or of monetary donation. It was 
limited to a maximum of one in 
any year and would not be 
awarded in any year in which it 
was considered that there was no 
suitable recipient. It would not 
necessarily be confined to the 
United Kingdom, having regard 
to its direct connection with the 
International Advertising Con- 
ference, in commemoration of 
which it had been struck. An 
awards committee was being set 
up which he hoped would consist 
of the leaders of the industry in 
all its various branches. 

In acknowledging the presenta- 
tion, Lord Mackintosh paid a 
tribute to the work for the Con- 
ference of “Pat” Bishop. He had 
promised A. C. Duncan, this 
year’s president of N.A.B.S., that 
at least £500 would be given to 
that charity, from the Conference 
surplus. 

Sir Miles was thanked for pre- 
siding by Viscount Kemsley. 


In cheery mood at the annual dinner of the Advertising Association. Left to right: Lord and Lady Woolton; Viscount Kemsley and Lood 
Mackintosh; Martin Pick and Miss Christine Pick; G. R. Pope and J. B. Nicholas. 
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ADVERTISER'S WEEKLY 


announced by Sir Miles Thomas 
at the Advertising Association 
annual dinner on Monday. 

This is the fourth award of the 
Cup since its presentation was 
revived after the war. It is made by 
the Advertising Association's edu- 
cation committee. 

Mr. Belsten was the originator in 
1948 of the information scheme for 
Oxford University students, which 
has already resulted in_ several 
graduates entering advertising as a 
profession. : 

The appointments committees 
(men’s and women's) of Oxford 
University now advise al under- 
graduates interested in advertising 
as a career that they obtain full 
information and advice from Mr. 
Belsten. : 

The men’s appointments com- 
mittee issucs a standing memo- 
randum on advertising as a Career. 
Since the Club's laison with the 
committee this memorandum has 
been successively enlarged in 
scope. The latest edition covers 
five foolscap pages and is the 
first authoritative statement on 
careers in advertising to be issued 
by any British University for its 
graduates. 

Mr. Beisten, who is a fellow of 
both the Incorporated Society of 
Advertisement Consultants and the 
Incorporated Advertising Managers’ 
Association, founded the Advertis- 
ing Club of Oxford in 1924, and 
was one of its representatives on the 
Clubs’ Council (later the Club 
Development Committee) a!most 
continuously from 1925 to 1950. 

He conducted a series of 14 lec- 
tures in copy and layout for Club 
members in 1925 and again in 1930, 
organised a sales-letter competition 
in 1931, and a copy and layout com- 
petition in 1939, and suggested the 
exhibitions of members’ work held 
in 1937 and 1949. He showed the 
same enthusiasm for education in 
his work as programme officer of 


_ the Club. 


Leeds 


Ads. Might Have 


Saved Persia 


Sinclair Wood told Leeds Club 
that if more extensive advertising 
had been used to show to the 
Persian people just what Anglo- 
Iranian relationship had done for 
them in the way of employment 
and welfare schemes, the present 
trouble might never have’ arisen. 

“The people of this country have 
got to be convinced that we must 
add 25 or 32 per cent. to our 
export trade and still continue re- 
arming,” he said. “They will not 
be convinced by one speech by a 
Prime Minister, but they may be 
convinced by repetitive advertising.” 


Glasgow 


Norway’s Progress 


E. Groth, principal of a Nor- 
wegian Business College, described 
resent-day life in Norway to mem- 
rs of the Publicity Club of Glas- 


gow on Friday, outlining his 
country’s development since the 
war, 
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F. E. Cook National Cup 
Is Won By Oxford 


ie F. E, Cook National Cup for outstanding services to educa- 
tion in advertising has been awarded this year to the Advertising 
Club of Oxford, coupled with the name of E, Kingsley Belsten, 
education officer, vice-president and founder of the Club, it was 


Club Neirs 


Regent 


Duty Of Designers 


The tense subject of the proper 
relationship between advertiser and 
designer is obviously one very near 
to the heart. 

Beverley Pick, in a talk on dis- 
play to Regent Club members, men- 
tioned many causes for the ever- 
increasing suspicion with which 
designers are looked upon by 
advertisers, Most advertisers, he 
said, felt the display people were 
more concerned about their own 
aesthetic satisfaction than with the 
problems of the client. Designers 
must play down their own personal 
style in favour of an atmosphere 
which reflects to advantage the pro- 
duct or the service of the advertiser. 
It was the designer's duty to lower 
a littl h’s own best standards if 
it helped to raise the advertiser's 
standards a little. 


East Anglia 


Hectic Evening 


A meeting of East Anglian Publi- 
city Club! was held at Chelmsford 
on Thursday, when members wel- 
comed as an honorary member the 
Mayor of Chelmsford, Ald. A. W. 
Andrews. 

Ihe meeting started with the 
International Advertising Confer- 
ence film.~ Second part of the busi- 
ness was a hectic (and sometimes 
hilarious) “debate” arising from the 
proposition of a member designed 
to prove that publicity did not pay. 
He was Verbally torn asunder. 


Brevities ... 


Education Committee of Birming- 
ham Publicity § Association an- 
nounces that, for the first time, 
lectures are available to cover the 
whole of the D.A.A. syllabus. These 
are taking place at the City of 
Birmingham Commercial College. 
.. « Glasgow Club's annual panrto- 
mime luncheon, in aid of the city’s 
boarded out children, will be held 
on December 14. . . . In their seri s 
of talks on tasks of local industries 
under present-day economics, Hull 
Publicity Club heard R. A. 
Twomey, general manager (north- 
eastern area) of Spillers Ltd., dis- 
cuss problems of pre-war millers. 
.. . William C. Jarvis, staff trainirg 
manager of Boots at Nottingham, 
spoke on “The Man in Manage- 
ment” to Bradford Publicity Asso- 
ciation. . . . Maurice Napper, joint 
managing director, Napper, Stinton, 
Woolley, Ltd., has joined the Pub- 
licity Club of London. . . . Nearly 
all seats are already booked for the 
Fleet Street Column Club Christmas 
luncheon on December 19. . . . 
Liverpool juniors beat Manchester 
43-35 in a quiz contest. Thomas 
Sherman was quegiion-master. 


This tablet, a tribute to the late 
Frank Pick, a former vice-chairman 
of London Transport, was unveiled 
at St. Peter's School, York, his old 
school, by Lord Latham, chairman 
of the London Transport Executive, 


on Friday. 


“Frank Pick,” he said, 

‘was the first great business man 

to apply the principles of good 

desien to a great business undertak- 

ing.” The tablet is of Welsh slate, 
cut by Reynolds Stone. 


Aberdeen 
Engineering 


In accordance with its policy to 
make members conversant with all 
aspects of trade in the North-East 
of Scotland, the Publicity Club of 
Aberdeen was addressed by 
Richard E. Spain, managing director 
of John M. Henderson & Co., Ltd., 
who stated that the engineering in- 
dustry as a whole was second only 
to the building trade in Aberdeen; 
and that approximately 6,000 men 
were employed with a wage bill of 
about £2,000,000 annually. 


Dublin 


McConnell Looks 
ep” 
Back 35 Years 

C. E. McConnell (chairman and 
managing director, McConnell’s 
Advertising Service, Ltd.) was the 
guest at a dinner of the Advertising- 
Press Club at the Shelburne Hotel, 
Dublin, on Tuesday, and spoke on 
“35 Years in Advertising.” 
_ Other veterans of Irish advertis- 
ing were also present, and a tele- 
gram of greeting was received from 
L. C. Blennerhasset (London mana- 
ger, Independent Newspapers, Ltd.), 
who was a colleague of Mr. 
McConnell from the inception of 
his agency and was secretary of the 
Publicity Club of Ireland when Mr. 
McConnell was chairman. 


London 


Measuring Results 


_ “Measuring the results of adver- 
tising” will be the subject tackled 
by a discussion panel at the Publi- 
citv Club of London meeting at the 
Waldorf Hote] on Monday evening. 
The panel will consist of Edward L. 
Lloyd, managing director of A. C. 
L. W 


Neilsen Co., Ltd. Desbrow, 
business manager of Housewife, 
Harry Jones, author of Planned 


Packaging, and a fourth member 
who will be an expert on retail 
store advertising and window dis- 
play. 
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Paper Output 
Record 


Following reduction during July 
and August as a result of holidays, 
production of paper in the U.K. 
during September reached a weekly 
average output of 39,943 tons, or 
102 per cent of the pre-war level. 

Production of board also in- 
creased substantially during the 
month and, at a weekly rate of 
15,269 tons, was 136 per cent of 
the pre-war level, and only slightly 
below peak production. 

These facts are given in the 
current issue of the Board of Trade 
Journal. 

_ Newsprint output improved par- 
ticularly, reaching the highest level 
recorded in any month since June 
1950. The weekly average output 
was 11,075 tons, or 72 per cent of 
the pre-war level. 

For ae third gt Ae 
output of paper was hi by 6 
per cent than in the corresponding 
period of 1950, 5 


More Bookings For 
Herts And Beds 


At a well attended meeting of 
the Herts and Beds Newspaper 
Advertisement Executives’ Asso- 
ciation held at The Newspaper 
Society oifices on Friday, a mem- 
ber reported a greatly increased 
number of inquiries for advertise- 
ment space. 

One inquiry was for a full page 
for 13 consecutive insertions com- 
mencing in January; a second was 
for a full triple column space for 
13 alternate issues from early 
next year. These two alone repre- 
sented £1,750 worth of business. 

These and other inquiries for 
large spaces were all received 
from London advertising agents. 


ODD SP@T 


Columbia Broadcasting Sys- 
tem televises weddings daily, 
with advertising tie-ups, states 
a “Daily Herald” report from 
New York. 

The bride’s gown, given by 
one of the programme’s adver- 
tisers, is described and the 
announcer presents bride and 
groom, before the ceremony, 
with a well-known make of 


ring. 

Afterwards he gives them a 
number of well-advertised 
wedding gifts, including an 
electric laundry drier, a can- 
teen of silverware, a honey- 
moon car, hotel reservations. 
All are mentioned by name—s 
except the parson. 


£1,000 For I.I.P.A. 


A legacy of £1,000 has been left 
to the Incorporated Institute of 
Practitioners in Advertising by the 
late “Tommy” Dxon, managing 
director of Dixon’s West End Adver- 
tising Ltd. He had been a member 
of the Institute since its formation, 

Although Mr. Dixon left his gift 
to the Institute w'thout stipulations, 
there is little doubt that the council 
will wish to employ some part of it 
in such a way as to commemorate 
his generosity. 
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PRESS NEWS & PROSPECTS 


Scandinavia Will 
Send Us 100,000 


Tons Next Year 


F. P. Bishop 


—Newsprint Chief 


CANDINAVIA will sell newsprint to Britain in the first half of 


next year at the present British controlled 
Total imports from the Northern 


minimum of £70 a ton. 
for the whole of next year will 
be under 100,000 tons. 

These facts were given by F. P. 
Bishop, M.P., general manager of 
the Newsprint Supply Company, in 
an,interview after negotiations had 
been concluded with Scandinavian 
sellers. 

In the first half of the year 46,000 
tons will be received; slightly more 
is expected in the second half. 

Supplies from Canada during 
1952 will be 100,000 tons which 
represents the basic quantities pro- 
vided for under existing contracts. 
Money has been provided in the 
form of irrevocable credits, so 
these supplies are assured. The 
contracts also provide for 25,000 
tons within the option of the 
Canadian mills. 

“Our stocks are very much be'ow 
the margin of safety,” said Mr. 
Bishop. “Owing partly to delays 
in imports and partly to increased 
consumption over the election 
period, they are less than we had 
hoped for at this time of the year. 

“We are making a great effort to 
bring stocks up to the end of the 
year to a level of between 80,000 
and 90,000 tons compared with last 
year's total of 70,000 tons at 
December 31. 

Home mills are producing slightly 
more in the current licensing period 
(November to March). If output 
is maintained, it is hoped to avoid 
a temporary cut in consumption 
such as was necessitated last year. 

Uncertain factors are the pulp 
production facilities in Finland and 
the possibility of interruption in 
home production by power cuts. 
Building up stocks was described by 
Mr. Bishop as “‘first priority.”” Pre- 
sent ind cations are that there is 
not much chance of any substantial 
increase in consumption next year. 


. 
Night Work On 
Newspapers 

An award of increased pay for 
working at night has been made by 
the Industrial Court to the 3,300 
members of the National Union of 
Printing, Bookbinding and Paper 
Workers employed on the n ght shift 
in the publishing departments of 
national newspapers in London. 
The award stipulates that the differ- 
entials for night work shall, at the 
maximum not exceed and, at the 
minimum not fall below the current 
night work differentials applicable 
to members of the National Soc ety 
of Operative Printers and Assistants. 

The union claimed that the basic 
weekly rate for night work should 
be 25 per cent above that of £7 14s, 
for day work with consequential 
adjustment of overtime and jobbing 
rates. At present the Natsopa 
differential is from about 3 per cent 
to 54 per cent. 

The court did not allow a claim 
by Natsopa for an increase to 25 
per cent in the differential of its 
members for night work. 


price subject to a 
Countries 


Their Ship Will 
Come Home 


The Newsprint Supply Com- 
pany has bought another ship 
which will lift over 4,000 tons of 
newsprint and can serve in the 
Baltic and the North Atlantic. 
She will be named “Chepman” 
after the man who first installed 
a printing press in Scotland (one 
of the existing ships is 
“Caxton.”) 

A fourth ship is under con- 
Struction and will be in service 
about the middle of 1952. 


Sunday Newspapers 
‘Not Being Pushed’ 


“Sunday newspapers are not be- 
ing pushed by the trade as much as 
they should be,” declared Rhys 

iomas, circulation manager, 
Sunday Dispatch, proposing the 
toast of the North West Branch of 


the Sunday Wholesalers Association , 


at a dinner last week in Manchester. 

The solo stand system in London 
sold thousands of copies in the 
afternoon and evening when they 
could rot be obtained from new.- 
agents’ shops. 

He commented: “There is public 
demand for Sunday papers and the 
publishers want to meet that de- 
mand. If anyone does not think it 
is his job to give such service then 
the sooner he gets out of the busi- 
ness the better.” 


Eric D. Turner, joint managing director of the South Yorkshire Times 


Printing Co., Lid., 


welcomed members of the Sheffield branch of the 


Incorporated Advertising Managers’ Association when they visited the firm's 


Mexborough works. 
T. E. Townend, 
Turner, chairman of the 
Davidson; back row—Eric D. 
the “South Yorkshire Times,” 


Picture shows from left to right: 
chairman of the Sheffield branch of 1.A.M.A., W. P. 
“South Yorkshire Times’ 
Turner, S. Hacking, director and editor of 
D. W. Allanach, H. Parkin, C. H. Dolphin, 


front row seated— 


* and Miss F. M. 


J. E. Ortton, G. Deakin, R. Russell, F. R. ah, C. S. Hammond, H. E. 


cgee, 


W. Hawkes, and E 


. Hanson. 


DUBLIN’S ONE-DAY STRIKE 


Dublin's strike in the news- 
paper and job printing offices 
lasted just one day—Friday last 
—and only the two evening 
papers, Evening Herald and 
Evening Mail, missed publica- 
tion. 

Contrary to expectation, an 
eve-of-strike meeting held by the 
Irish Transport and General 
Workers’ Union members, who 
had served strike notice in an 
endeavour to secure parity of 
wage increase with members of 
craft unions, resulted in confirma- 
tion of the strike decision, and 
labour was accordingly w'th- 
drawn after the night shift on 
Thursday. 

Early on Friday morning a 
meeting was convened between 
Union officials and representa- 
tives of the Dublin Master 
Printers’ Association and the 
Dublin Newspaper Managers’ 


Berrow’s Newspapers Acquire 
Another Four Weeklies 


Berrow’s Newspapers Ltd. have 
acquired the entire shareholding 
of the Leominster Printing Com- 
pany Ltd., printers and publishers 
of the following four weekly 
newspaers circulating in North 


Herefordshire: 

Leominster News (founded 
1880); Kingston Times (founded 
1907); Tenbury Wells Mail 
(founded 1911) and the Ludlow 
Stardard (founded 1931). 

The total number of news- 
papers now controlled by 
Berrow’s Newspapers Ltd. in the 
adjoining counties of Worcester- 
shire and Herefordshire is 14. 
These include the Evening News 
& Times, the only daily paper 
published in Worcestershire or 
Herefordshire, and  Berrow’s 
Worcester Journal, the oldest 
existing newspaper in the English- 


speaking world. The Evening 
News & Times and the Saturday 
Sports News (the Green "Un) al- 
ready circulate throughout the 
greater part of the area covered 
by the weekly groups. 

The newly acquired business 
will continue under the editor- 
managership of M. C. White, who 
has been with the company for 
30 years and who also joins the 
board of directors apoointed by 
Berrow’s Newspapers Ltd.. which 
is: Thos. R. Jones (chairman), 
Ernest Riley and J. Noel Worrall 
(managing director). 

T. R. Jones is managing direc- 
tor of berrow’s Newspapers Ltd., 
and Mr. Worrall is general man- 
ager. 

Geo. Day, secretary of 
Berrow’s Newspapers Ltd., has 
been appointed secretary. 


Committee. This produced a 
formula providing for the setting 
up of a committee representing 
the employers and unions in the 
industry affiliated to the Congress 
of Irish_ Unions with a view to 
establishing agreement on the 
appropriate ratio of wages of 
workers in the LT. and G.W.U. 
and the craft unions. 

It was also agreed that the 
first meetine of the new commit- 
tee would be held this week and 
that the new rates recommended 
would be retrospective to October 
20 last. 

Radio Eireann broadcast a1 
appeal to members of craft 
un‘ons emnvioyed in newspaper 
offices to stand by at the head- 
quarters of their unions, pending 
the result of a ballot by the 
strikers. This ballot, insofar as 
it affected newsvaper offices. was 
taken about 8 p.m. and as soon as 
the result—voting for an immedi- 
ate resumovtion of work—was 
known. it was telephoned to the 
headauarters of the other unions 
and the men reported for work. 


New Association— 


Birkbeck Chairman 


W. O. Rirkbeck (News Chronicle 
C.M.) will be the founder chairman 
of the newly formed Association of 
Circulation Executives. 

Aims of the association are to 
promote friendshin and good fellow- 
shin amone circulation executives. 
It is honed to extend the member- 
ship to about a hundred but it will 
be strictly limited to circulation 
managers and directors. 

Other officers elected were: Vice- 
chairman G. Strode (B.B.C, Publi- 
cations), secretary J. Hull (Dailv 
Mail), treasurer H. Rochez 
(People). Committee members are : 
E. D. Lush (Newnes-Pearson), A. E. 
Ashwell (Daily Mirror), W. B. Gunn 
(Kemsleys), and W. H. Mead (Siar). 
_ An inaugural dinner will be held 
in January and monthly luncheons 
arran 
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Country And 
Sporting Group 


Changes 


F. M. Whittingham, = general 
manager of Country and Sporting 
Publications Lid., announces t 
following new appointments as a 
result of A. Leslie Day’s leaving the 
company for reasons of health: 
R. R. Richardson, advertisement 
director; D. C. Munro, advertise- 
ment manager—Sporting Record; 
Miss Joan Haddock, advertisement 
manager—Werld Sports. 

Mr. Richardson was on the ad- 
vertisement staff of the Evening 
Standard, betore volunteering for 
the «&.N.V.R. On demobilisation, 
he joined Joshua B. Powers as sales 
manager. In 1949 he rejoined his 
pre-war chief, the late H. T. 
Beasley, as advertisement manager 
of Sporting Record. 

Mr. Munro was with Hulton 
Press prior to volunteering for the 
R.A.F. On demobilisation he 
returned to Hulton’s and _ later 
joined Country and Sporting Publi- 
cations as advertisement manager of 
World Sports in 1948 

Miss Haddock, after many years’ 
experience on the editorial s‘de of 
women’s magazines, joined the ad- 
vertisement department of Country 
and Sporting Publications in 1947 
transferring to World Sports in 
1948. 

* * 


Mathew Crosse, who = joined 
Rumble, Crowther & Nicholas Ltd. 
in October 1950, has resigned from 
the board of directors of that 
agency in order to devote more of 
his time to Mathew Crosse & 
Associates, the industrial public 
relations firm which he founded in 
1948 on leaving the Government 
Information Service, and which is 
now extending its clientele. Mr. 
Crosse has also been appointed to 
the board, and elected chairman, 
of Whitewater Mines Ltd. Early in 
the New Year he will be visiting 
the Company's mining concessions 


in Dutch Guiana. 
; * 


* * 

David Austin Souray has been 
appointed an account executive 
with Greenly’s Ltd. For the last 
three years he has been copywriter 
account executive with Astral Arts 
Group Ltd. 

* * * 

A. S. Stevens, assistant advertising 
manager of Industrial Tapes Ltd. 
and editor of IT's News (the com- 
pany’s house journal), has been 
accepted as a member of the British 
Association of Industrial Editors. 

* * * 


Major Alan Simpson, chief public 
relations officer, Northern Com- 
mand, has been elected chairman of 
the Yorkshire District of the Insti- 
tute of Journalists for the second 
year in succession. On Monday he 
completed 25 years in journalism 
(exactly half of which have been 
with the Army), and many dis- 
tinguished Yorkshire journalists 
attended an “All Yorkshire” lun- 
cheon at York to mark the 
occasion. 

* 


* * 
~- W. Noel Yule, of Manchester, is 
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closing down his free-lance news- 
paper agency and entering the 
motoring trade. He has been in 
advertising 25 years, graduating to 
newspaper representation through 
the Glasgow Herald, Imperial Ad- 
vertising, London, and Osborne 
Peacock, Manchester. 
* * * 


On the invitation of the News- 
paper Society, Richard A. Gibbs, 
joint governing director of Home 
Counties Newspapers Ltd., has 
agreed to act as chairman of the 
national advisory council on the 
training and education scheme for 
junior journalists. The Society had 
nominated M. Clayson, this 
year’s president, but he has reluct- 
antly withdrawn acceptance on 
account of business commitments. 
Mr. Gibbs was president of the 
Newspaper Society from 1947-48. 

* * * 


Shell Chemicals Ltd. have ap- 
pointed C. D. Callieu, previously 
assistant sales manager, as market- 
ing operations manager. He will 
co-ordinate production and market- 


ing plans with sales service to 
customers, 
* * * 


Warren Sellers, formerly advertis- 
ing representative for the Financial 
Times in the U.S.A. and Canada, 
has now joined the London office 
as display advertisement representa- 
tive, 


* * 


A. F. Roberts, Dunlop's overseas 
advertising manager, has just 1e- 
turned from a visit to U.S.A. and 
Canada where he met Dunlop dis- 
tributors and planned next year’s 
idvertising campaigns. Discussions 
included a survey of Dunlop's 
world advertising programme for 
1952. ae 

* * * 


Until recently assistant editor of 
the Electrical Times, E. B. Watton, 
has joined the publicity department 


of Babcock & Wilcox Lid., as 

editorial assistant to G. M. C. 
Peacock, publicity manager. 
* * * 

A mew account executive at 


Service Advertising Co., Ltd., is 
Laurence E. Cox-Freeman who, 


C. D. Callieu 


since 1948, has been with London 
Press Exchange Ltd. as a contact 
man. Prior to that he was with the 
J. Walter Thompson Co., Ltd. 

* * * 

Emerson Foote, former president 
of Foote, Cone & Belding, 
joined McCann-Erickson Inc., as 
vice-president and general executive, 

* * 

Hindle Edgar, producer for World 
Wide Pictures, has been “loaned” 
to the Economic Co-operation 
Administration in Paris for several 
months, to handle a big programme 
of information films John Rowdon 
becomes associate producer at 
World Wide with Jimmie Carr. 

* * * 

Donald F. J. Gooch is leaving 
Reed Paper Sales, Ltd., to-morrow 
and joining the board of Sydney 
Beaumont, Ltd. 

* * * 


Luncheon To 
Eric Clayson 


Twelve cut-glass cocktail glasses 
were presented to Eric M. Clayson, 
managing director of the Birming- 
ham Post and Mail Ltd. and this 
year’s president of the Newspaper 
Society, at a luncheon given in his 
honour by the West Midlands 
Newspaper Society. 

The presentation was made at the 
Queen’s Hotel, Birmingham, on 
behalf of the Midland merobers by 
F. Johnson, managing director 
of the Birmingham Gazette and 
Despatch Ltd., this year’s president 
of the West Midlands Newspaper 
Society. 

Mr. Johnson recalled that Mr. 
Clayson was the first president of 
the Newspaper Society from 
Birmingham for 96 years, and the 
eighth from the West Midlands 
area _in the 115 years history of 
the Society. 


Mark Quin, head of public relations and advertising for J. Lyons, the 
caterers, was married at Caxton Hall Register Office on Saturday to 
June Benas, editor of ‘Airlanes,” 


the international flight magazine. 


Mathew Crosse 


D. A. Souray 
OBITUARY 
V. Sista 


Venkatrao Sista, managing direc- 
tor of Sista’s Ltd. the Bombay ad- 
vertising agency, was killed in an 
air crash near Calcutta on Wednes- 
day tast week. He was 53. His 
death has been described as an ir- 
reparable loss to Indian advertising. 

Mr. Sista was a prominant per- 
sonality at the International Adver- 
tising Conference. On behalf of Asia 
he endorsed 
the accept- 
ance of the 
challenge to 
the advertis- 
ing profes- 
sion delivered 
by Lord 
Beveridge. He 
was over 
here for two 
months tour- 
ing the Con- 
tinent in ad- 
dition to this 
country. 


In India 
from 
1934 Mr. Sista 
was a frec- 
lance advertising consultant. Then 
he started an advertising agency, the 
first Indian to start his own agency, 
under the name of Sista’s Sales and 
Publicity Service. In 1948 Sista’s 
Ltd. was formed as a private limited 
company. 

He was the first Indian to become 
a member of the Incorporated Sales 
Managers’ Association in this 
country. 

He leaves a widow and six 
children. Two of his children who 
came to this country for the con- 
ference, F. S. Sista and Mrs. Beri, 
are still over here studying for the 
Advertising Association and Insti- 
tute of Incorporated Practitioners 
in Advertising examinations. 


Benet Williams 


The death occurred at the Royal 
Sussex County Hospital, Brighton, 
last week, of Benet Williams, whose 
father, C. Bennett Williams, 
founded Bennett Williams Advertis- 
ing Ltd., of Bradford. It was Benet 
Williams who carried on the agency 
after the death of his father. 

During the war he was personnel 
officer at the Thorp Arch Royal 
Ordnance Factory, and afterwards 
went to David Brown Tractors, 
Lid., Huddersfield, as P.R.O. Later 
he joined the staff of Samson Clark 
& Co., Ltd. 


Venkatrao Sista 


A special 8-page souvenir supple- 
ment entitled “Our Wonderful 
Royal Family” will be given awa 
free inside every copy of John Bull 
on December 8. In the centre pa 
will be an exclusive painting of a 
famous Royal Family group, mea- 
suring 204 in. by 114 in. 
painting was specially executed for 
John Bull by K. J. Petts, 
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2 Features for 


every member 


of the family 


G. LINDLEY SPARKES 


ADVERTISEMENT DIRECTOR 


431 ADVERTISER'S WEEKLY 


Typical Features from Recent issues: 


THE UNIVERSITY SEATS 
W. J. Brown 


LATEST IDEAS IN FASHION JEWELLERY 
Anne Rawnsley 


BENJAMIN DISRAELI 
Hesketh Pearson 


KEEPING ZOO ANIMALS WARM 
‘ Craven Hill, F.Z.S. 


ANOTHER RUGGER CHALLENGE TO SCOTLAND . 
Rex Alston 


114 FLEET STREET, LONDON, €.C.4/ 
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MARKETING NEWS AND TRENDS 


NovemMBer 29, 1951 


British Exporters Told ‘American Buyer 
Is Aristocratic’ 


BOARD OF TRADE 


BOOKLET OFFERS 


ADVICE ON ENTERING U.S. MARKET 


More “pep” and drive are needed to break into the market in the 
United States than is required in Britain, states a booklet published 


by the Board of Trade to assist 
would-be exporters. 

Other advice given is: 

“The citizen of the United States 
is an ‘aristocratic’ buyer. He insists 
always upon exactly what he wants 
or thinks he wants and will not 
take a ‘second best.’ He will not 
accept something else because it is 
‘almost as good’ or ‘practically the 
same.” In this respect his psychology 
is closer to that of the pre-1914 
Englishman than to the Englishman 
of to-day. In order, therefore, to 
sell goods which are not exactly 
what he is used to, you must not 
minimise but exaggerate their differ- 
nce and persuade your public that 
it is just this difference upon which 
they should insist... . 

_ “Swings in the trade cycle are 
apt to be of larger extent in a 
continental area like North America 
an in the more tightly knit 
uopean economies. And swin 
taste and sentiment are equally 
Magnified. 


Novelties 


“There is always a large market 
feady to absorb novelties, once they 
Style is of the utmost 


ke on. 
portance, both in consumer and 


industrial goods. So, too, is 
esis United Kingdom goods, 

om machinery to textiles, are 
Often criticised for being too heavy 
—or even too good—for the use for 
Which they are designed. 

“The American does not buy for 
@ lifetime but until the next change 
of fashion. . . . The consumer likes 
Movelty, but the novelty must be 
made a fashion by judicious adver- 
tisement and publicity. 

“Advertising in the United States 
has become so specialised that to 
Advertise successfully it is essential 
to secure the expert services of a 
®uitable advertising agency. Ad- 
Vertising agencies are accustomed to 
@ct as market consultants and to 

rticipate closely on an advisory 

sis in the whole planning of a 
marketing campaign from its very 
early stages. 

“A popular selling style, intro- 
duced in goods within the higher 

rice ranges may soon be copied 

y a manufacturer of cheap lines, 
and for this reason designers of ex- 
pensive goods are constantly work- 
ing on new ideas to keep their sales 
at a steady level. : 

“It is therefore absolutely neces- 
sary when U.K. firms send their 
own representatives to the U.S. that 
they make themselves fully aware 
of the feeling of the market, and in 
particular of the styling and desien 
favoured by the various stores and 
other retail outlets.” 


Housewives Want 
Branded Goods 


“Housewives want branded goods 
and want to be able to buy them 
at the same price in every part of 
the country, whether they be tooth- 
paste, toilet soap or television sets,” 
A. E. Curtis, secretary of the 
chester Grocers’ jati 
tended when he 
Repercussions of 
Maintenance” at a meeting of the 
Manchester branch of the Incorpor- 
ated Sales Managers’ Association. 

“Price cutters, dividend givers and 

all spivs should be refused supplies 
of branded goods as uneconomic 
units.” 
Had the Socialist Government put 
their intentions into practice by 
means of legislation they would 
have created a great deal of unem- 
ployment and vast numbers of 
bankruptcies, he said. Good manu- 
facturing firms would have gone to 
the wall, branded goods would have 
ceased to exist and the consumer 
would have had no guarantee as to 
quality or value. . 


Editorial Team 
‘Down Under’ 


H. P. Juda, pubiisher and editor 
of The Ambassador, has just com- 
pleted a month's tour of Australia 
with an editorial team from the 
magazine, ; 

They have visited Melbourne, 
Sydney and Canberra, where they 
were received by members of the 
Australian Government. 

At the Myer Emporium, Mel- 
bourne, and David Jones, Sydney, 
receptions were held for Mr. Juda, 
which were attended by wholesalers 
and retailers interested in trade 
with the United Kingdom. 

r. Juda has visited numerous 
stores and shops, as well as whole- 
sale establishments, carrying British 
goods, and has accumulated a 
wealth of material showing British 
textiles, fashions and allied goods 
in Australia. 

This comprehensive report will be 
published in the March issue of 
The Ambassador. 

Mr. Juda and his team are now 
n New Zealand to — a similar 
survey on British textiles and 
fashions, 


New line in cars—the “All-State” 

made by the Kaiser Fraser Cor- 
poration, has been introduced by 
mail order only in America. 


Looking for the winner of the Ekco 1951 window display competition 


among these photographs are the judges, who included E. K. 


Cole, the 


company's chairman, W. E. Miller, editor of the “Wireless & Electrical 
Trader,”’ O. C. Pawsey, editor of “Electrical and Radio Trading,” Eugene 


Sotheran, editor of “Music Trades Review, 


and Herbert Sinclair, editor 


of “Pianomaker.” 


NEW—TO EAT AND WEAR 


Frozen Sandwiches 


Frozen sandwiches—Dandies—are 
the latest addition to the range of 
Frood products. The sandwiches 
are made with bread only three 
hours old and deep frozen immedi- 
- after packing. : 

‘ach pack contains 14 sandwiches, 
and several varieties are available. 
Prices range from Is. 6d. a pack 
for cheese and tomato spread to 
3s. 64. for ham. Other ingredients 
available include sardine, creamed 
cheese and pickle, cream cheese and 
walnut, creaned blue cheese, and 
ham and tometo. 

Dandies are being sold through 
Lyons’ Corner Houses, Lyons’ tea- 
shops, and Frood stockists. Others 
who have signified their interest are 
theatres and British Railways. 

The sandwiches were introduced 
to the Press at a sherry party at the 
Trocadero Restaurant on Monday. 
No plans for advertising have yet 
been made. 

Frood Products Ltd., are a sub- 
sidiary of J. Lyons & Co., Ltd. 


Simulation Furs 


A new fashion product of 
Astraka’s simulation furs—Erma- 
leen, Ocelleen, Minkaleen and 
Pershnelle—are being marketed as 
jackets, capes, stoles, muffs and 
hats at retail prices between five 
and twenty-five guineas. 

First reports indicate immediate 
and sustained buying on every line. 

A 20-page black and white art 
paper booklet, containing 25 half- 
tone illustrations of garments, was 
designed for a Press show at Gros- 
venor House by Haig-McAlister 
Ltd.—Astraka’s advertising agents— 


and printed by Ernest J. Day & 
Co., Ltd. 

Haig-McAlister organised the 
Grosvenor House reception. 

Double page advertising spreads 
in the Drapers’ Record § and 
Women’s Wear News have carried 
the Furleen story to retailers, and 
consumer advertising is planned for 
early December with _ six-inch 
doubles in various national dailies. 


Hudnut Home 


Perm Development 


New addition to Richard Hudnut 
home perm kits is the Neutralizer- 
Booster which is claimed to make 
waves last “weeks and weeks longer.” 
There is no extra charge. This 
development is being featured in a 
pre-Christmas campaign using 11 in. 
triple spaces or their equivalent in 
Daily Express, Daily Mirror, News 
Chronicle and one or two provin- 
cial papers. The normal Hudnut 
campaign is continuing in women’s 
and general interest magazines. 

Warden Ltd. handle the 
account. 
* 


* * 
Children’s haird is being 
featured in advertising by Raymond 
in London evening papers. A salon 
catering specially for children’s 
hair-styling was recently opened at 
eaten, Seen. 


* 
New hair-dryer being introduced 

by Bylock Electric Ltd., is the Gem 

Simoon which has a plastic body in 
astel shades and a black Bakelite 
andle. P somes is > 9s. 6d. 


Ford Motor Company Limited, is 
introducing an entirely new range of 
Fordson Major Tractors. 
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ADVERTISER'S WEEKLY 


IN RADIO TIMES 


; by The Advertising Creative Circle 


£1,000 
ER.P. POSTER 
COMPETITION 


. Intra-European Co-operation for a Better Standard of Life 


Artists and BR are invited 
to compete in producing a poster 
that will promote intra-European 
co-operation to build a better 
standard of life in all those coun- 
tries in the Marshall Plan. The 
theme expresses the development 
of the European Recovery Pro- 
gramme as a mutual undertaking 
among the nations participating in 
the Marshall Plan to advance their 
own prosperity and establish a 
firm basis for world peace. 

The first prize will be £350; 
second, £250; third, £150. There 
will be three further prizes of £50 
each and ten ‘Highly Com- 
mended” awards of £10 each. 

This competition, open to all per- 
manent residents of the U.K., is part 
of a greater competition organised 


* compete with winners from other 


in other Marshall Plan countries 
by the E.R.P administrators. 
The U.K, winning entries will 


countries for substantial European 
prizes. 

The United Kingdom £1,000 
Competition is organised by the 
Advertising Creative Circle, on 
behalf of the E.R.P. authorities. 
Judges will not know the identity 
of entrants. Unknown artists will 
suffer no handicap. 

Last day for entries is 4th April, 1950 

To obtain briefing and rules, 
simply write your name and 
address in BLOCK letters on a 
postcard and send it to E.R.P. 
Poster Competition, Room 76-K 
Chandos House, Palmer Street, 
London, $.W.:. 
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RADIO TIMES 


Member of the Audit Bureau of Circulations 


obtained by Messrs. CLIFFORD 
BLOXHAM AND PARTNERS LTD., 
Advertising Practitioners, of 
Chandos House, Palmer Street, 
London, S.W.1. 


The advertisement for entrants 
for the £1,000 Poster Competition, 
conducted by the Advertising 
Creative Circle for the European 
Co-operation Administration (the 
E.R.P. Authority), appeared in the 
issue of the RADIO Times dated 
3 March 1950. The space was a 
quarter-page solus on Thursday 9 
March, morning and afternoon 
Light Programme. The results are 
most interesting since the appeal 
was directed to poster artists and 
to those having political con- 
sciousness. 

The cost of space was £900 and 
3,649 replies were obtained at the 
cost of 4°93 shillings, say 5s., per 
reply. 

The ‘life’ of the advertisement, 
limited by the final date of entry— 
4th April 1950 — proved to be 
twenty-seven days. 


The pre-peak period produced 

1,073 replies 29-4 per cent 

The peak period produced 

2,252 replies 61-7 per cent 

The post-peak period produced 
324 replies 8-9 per cent 


3,649 replies 


100-0 per cent 


The first thirteen replies arrived 
on Friday 3 March, showing that 
the advertisement was seen one 
day prior to the date of publication. 


29-4 per cent of entrants had 
seen the advertisement before 
Thursday 9 March, the day of 
position. 61:7 per cent replied 
within a week after the Thursday 
and 89 per cent replied during 
the ten days following. 


The issue of the RADIO TIMES 
was ‘dead’ after the Saturday 11 
March. 


There were three peaks: 525 
replies on Wednesday 8 March, 
670 replies on Friday 10 March, 
and 660 replies on Tuesday 
14 March. 


FOR ADVERTISEMENTS WITH A STRONG Pith 42 A LONG PULL 


4ll enquiries to : 


Head of Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1. 


Higham Ad ering 
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‘Unselfish Agents’ 


PEAKING at the British Institute of Management 
Sé onference, R. F. A. Sampson, of Newton Chambers, 

paid tribute to the service given to industry, “with complete 
success”, by advertising agents. This he described as “unselfish” 
because, he said, the commission system of remuneration offers 
agents no direct incentive, either to save clients’ money, to 
spend time considering their marketing problems, or to make the 
advertising succeed. 

Such an assertion may startle some, but it is probably true. 
The agent's reward is related, not to the amount of work involved 
but to the size of the client's appropriation. A tig repetitive 
cam )aign may be far more profitable, tecause it involves 
proportionately less work, than a small one. An agent may 
even lose money if, because he is conscientious or his client 
exacting, he spends more of his resources in servicing an account 
than may be warranted by the commission it earns him. Profitable 
accounts must often subsidise, at least for a period, the unprofitable. 
He is tempted to cherish the “easy money” accounts to the 
detriment of those that bring him much work but little pay. The 
more he is allowed to spend, and the less he does, the more he 
earns. It all appears illogical and dangerous, but is it? 

The fact is that although direct incentive may be lacking, the 
indirect incentive provided by the commission system is very great. 

From the advertiser point of view, the whole merit of this 
method of remuneration is that it does ensure a high standard of 
service. This is because it precludes agents from competing for 


' advertiser business by cutting their charges. - They must therefore 
_ compete on a basis of service alone, and, their rate of income 
_ being assured, they can afford to give better service than they 


' good, for their business is still highly competitive. 


could if they worked at a cut price. Moreover, the service must be 


If any agent 


' fails to realise this, there are plenty of others ready and anxious 


ae 


to take over his accounts. 
All this remains broadly valid even though agents regard the 


_ average rate of commission as too low, and some find it necessary 


to supplement their commission income by service fees or other 
charges to advertisers, particularly in respect of small or purely 
technical acounts. 

The system does, as Mr. Sampson recognises, ““work excellently 
in practice’. Agents, though they take pride in the service they 
give, and do not, if they are wise, view everything they do in 
terms of immediate profit, may not be so “unselfish”. They know 
that good service and regard for advertiser interests pays dividends 
because it builds confidence and so swells the volume of advertising 
upon which the prosperity of the whole agency business depends. 


@ Change of subscriber's address: P/ease inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Next year’s ad. 
expenditure 


HAT does next year hold 

for advertising?. It is 
ditticult to forecast because 
there are so many imponder- 
ables: 

Will the new Government halt 
inflation? 

Will the methods used to halt 
the rising costs of production— 
hence living—be so drastic that 
they wiil have a marked effect 
on the distribution system? 

Will the form of E.P.T. to be 
introduced in January encourage 
advertising? . 

Will paper supplies improve? 

Will the price of paper go up 
again? 

On the face of things, it would 
appear tha; publishing costs are 
likely to rise. For Scandinavian 
paper market trends are upwards. 

The effect this would have on 
advertising is not easy to gauge, 
but Jesse Scott, founder-chair- 
man of the Legion Publishing 
Co., Ltd., takes the plunge in the 
latest issue of his Statistical 
Review, out to-day (Thursday). 

He forecasts that even if no 
additional space becomes avail- 
able, Press advertising expenditure 
in 1952 will amount to £45 


million. Figure for 1950 was 
£37 million. 
— —s —_— 


Mr. Scott says: “It is not easy 
10 make a forecast like this, what 
with taxes, shortages anc! all the 
other depressanis and uncertain- 
ties common to a world half at 
war, half at peace, In addition, 
the new Government will un- 
doubtedly make a great effort to 
halt :nflation. But this will take 
time. The fact is that advertising 
costs more this year and it will 
cost still more next year, and so 
will most advertised products, 
we for that matter, everything 
else. 


Guarantees in 
watch ads. 


TUDENTS of § advertising 
have noted within recent 
moaths the large sums which are 
being spent on advertising 
watches. 
Indications are that this expen- 
diture will continue to spurt—for 
at least the next six months. 


Concern is felt in the jewellery 
trade at the phrasing of some 
advertisements offering long 
guarantees On watches. 

Some experienced jewellers 
consider that certain guarantees 
which have been offered are apt 
to be misleading and that their 
wording is calculated to have a 
psychological effect on sales. 

Long-term guarantees may be 
the subject of considerable con- 
troversy within the industry 
within the next few months. 

Advertisement managers would 
be well advised to study the text 
of some of the guarantees offered, 
as the watches sales drive 
reaches its Christmas crescendo. 


Easter egg expected by the big 
petrol companies is the return of 
branded fuel. Already advertis- 
ing is being slanted accordingly. 
A good example is Esso’s latest 
theme: “Happy motoring starts 
at the Esso sign.” 


Stamp dealers 
\take air time 


ESULTS of a new line in 
export advertising, under- 
taken by Publishing & Distribut- 
ing Co., Ltd., of London, on 
benalf of a British stamp album 
firm, will be awaited with interest 
by other small firms who covet 
markets in the Empire but hesi- 
tate at the cost of entering them. 
Spot announcements are now 
going out for the firm over 
Canadian radio stations, and 
Australian bookings will follow. 
First reactions of the adver- 
tiser: Appreciation that there ‘s 
no time lag, and approval of the 
relatively low cost. 
Everything favours this experi- 
ment, coming so soon after the 
Royal tour and ‘an international 
stamp exhibition in Toronto. 


Enterprising promotion shots 
by office printing machine makers 
are beginning to cause a bit of 
heart-burning — among _ “‘legiti- 
mate” printers. Warning given 
in a publication of the British 
Federation of Master Printers: 
“The small machine makers sales 
organisations appear to be in 
good running order and we 
should be wise not to neglect our 


own.” 
ROUND TABLE 


— 


THE NATIONAL MAGAZINE CO. LTO. 
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Tea for three 


They are a homely little family, the Ballingalls, 
and live in a cosy flat in Bruntsfield Place, 
Edinburgh. Like so many of his countrymen, Henry 
Ballingall is an engineer, and a chief engineer at 
that. He is a man who must always be doing 
something, and round the flat are many examples 
of his hobbies — woodcarving and plaque designing. 
With daughter Ella working as a shorthand typist, 
the Ballingalls can be numbered amongst the many 


joint income families who read the Sunday Pictorial 
each week. 

The Sunday Pictorial, with an average weekly net 
sale of 5,082,814 (June 1951) goes into a huge cross- 
section of the homes of Great Britain on the best 
advertising day of the week. 

The Sunday Pictorial’s space rate is very economi- 
cal, too. Its square inch per thousand rate of 
-70d is only 9-4°,, higher than in 1939. —- 


Sunday Pictorial 


Pe ee aes | ie a oo = 7 J. aa = on a>); ae eyes 
a lll a eS ene 
—— ’ t ‘ : 
4 ae A nee 
; 
3 NoveMBER 29, 1951 435 ADVERTISER'S WEEKLY ; 
: '  & :. ay 
: eri ~ es I ‘i aa DS Bee here ¥ 2 ad : 4 t g * 
= Paco er igs. ea eh ee = | 
3 a. je ae ? = d Rt me ir t, n° os y} wey og : 
eg Ao. > Ps A piri z= * £ &, i . 
e ee. ae A Sapam: ea ak . a ‘ Pt 
ares a. Bes > sal ro | ae : a» , in “+i ae : 
P Sa ae | See ee F col - - f -rafleens 7. : 
: el Pe. eet Saar | $ a ox Se 
. ee ae es — saree ~~ Be : 
i — igo : Fe He ster . 7  » 
; My ; a ts iii ! git 
ore — Te Pe Sa - saa bi *; 
— en. : She - ee — . 
0 ee : 
3 Am iz i —. ie Ke pS ee hs ce * " - i 
. ~ : . oe hey “ae ae creel 7 se ———.: . 2S : 
4 ae i ae 5 ve *. RES Sayin < "a SR i 4 y 
, Fe - oe ae 6 ° J ~e els Bo ey a ee ie 7 —o oo Ue “f © " 4 tg 
; % se in ats Cae: + PEL ae + 
{ ~ . =a a ty ONS ve a Atl ae +4 ite 
i 43 fel a 5 os oy ak aE coy . se Sh dae v “i a mes ae - 
oe oe See Dee - Nepetan eae, eae PLL Eee yo es ; ' 3 
ae : a ne ge kaa wr eR Bie: : z 4 a ‘ 
2 pe aa > aoe te Tee ee ” Sa Oat a Sees ? ES ot hs : * _ 
a ie! a Scie) ae 9; NE SPISS beet 2s eng << % : - “Re: : . 4 ‘ 
iy + a — 4 a pe a soe so te 2) ) a psy er 
Rie ts oe 3 o -_* 9 yom z ra es “ye \ ee aaa } % - > 
Pr S \ oS OS a Wate eee, 
i J ‘ hi ‘ “a 4 . tial : 7 tee i . eee. 7a : Let Ng by Fes ag ~ “a Fois ss J Fé 
Ss mers. fe a S BB ae es ; aaa ] . 
eae : * ar! ope a ra ' bier ~. ae at Zz P , / tt a . j 
4 he 4 ct ; a a > - P 2 .) ag are . i _— if Me ‘ ™4 a a 
& ay a. eae oe signe a Ve . ' - ma mg | = ) $hat As * ‘ 
an : eee ee We r , ' 
il : % ‘oh eee — ‘ ce i, * ~ . LF Boas, te | 
ae pt a : Ree - “ Lag » . i et ae . 
a ; j 4 Se _ ~> _ ' 
% ———. «a Oh ! acs | 
Pl jut . , yn ae Foxit = ‘ ; a ; 
oe . ee oF ee: ’ - : = : 
wap : 43 Saal ai 7 ” 4 nas —_ a ha st rr es 
— 3 3 a 
ae 5 * } a. | # * 
: especie eee 3 |. | ae | 
: Ne Lu *. = 
Pigs - aie : ne t F ta e ) 
rae ie Sige | 
‘ote BE ‘oa L, eo “st 4 | 
ph a ‘ ‘ : % - »® [A tls el. | 
ev : H : ‘ : | 
ac . ee OY ‘ es eal 
tt fae a : be, = 
ize a Pg: ae ee a e% 69 Soe no EN deer | 
qe. ae Ve A a ' rr gO oy 7 ie) C(t Se ee “ ie, ‘ eee oe 
i: ie Ey : ¥ a. Pe dare Pewee eS igre , ae Ps y Pe. ee ieee | 
id are 9 MA Ties "ee na a eee ee as Jn oe, aw J 
a ieee Caer Reh a LS go So, Se OT hee: gala as ae y he + Sy 
cs ie i ce 7 - Se . “pga . aoe ae AS eS itt eae o al ae oe ties fe SS le by er 7 y | 
: ae een A bs ie SB Pe e teoe | eet Olson 9 at =| Ee, We?" am oa? re oS & A 
‘ aa ae: Cary hae eee Pe le oe ee Ae 
gr ¢ eo ue ee ! 
an Ps: Rae e SS Soe ee cana a a “Vaid eae » . 
ao or coat | a ’) 2 oe Woeet BA re | a Jy tee pa ¥ for & 
aa ASE Ge Sy Ore er ees a er sl ry. Sr Le de Bees ¥ toe 
i a Se gat rae . “eee. 2 i ee ee IG * OR ho ae j 
2 i nae ogee 1 er fae z a ae. oa fe ST ee €< we" So ’ 4 £e FS, . ¥ 
Be MM ee | ame ae 2 ie ee + ere Ss i‘? AA : 
Gr a. . r > * a. > 7 ~ > : a 2 ; “+ “all v , ; 
: 
f ad : 
BY, 
a, 
ie 
ae 
ip ‘ 
me : 
ie 
; nt 
Py ] 
q 
. es A 
: “4 
e 
e 
ae. te 
y 7 — —-- BT 


ADVERTISER'S WEEKLY 


ii is very easy for a publicity 
club to get into the rut of 
talks at business meetings, a 
few social occasions, and one 
or two special activities for 
members’ particular interests, 
and so take little effective part 
in the larger activities that face 
the club movement. 

It is with the problems of 
these larger activities that I am 
concerned, 

The publicity clubs have 
reached a crossroad in their 
journey of achievement, and I 
find myself wondering what the 
movement is going to do next, 

At the end of the war only 
about eight clubs were still active. 
To-day there are thirty-two 
affiliated to the Advertising 
Association. This growth is the 
result of the revival of clubs that 


‘had died during the war, the 


Harrogate Clubs’ Conference of 
four years ago, and the conse- 
quent establishment of new clubs 
in various areas. This vigorous 
growth has forced the problems 


eee 
ya a rt 
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Three Jobs For Clubs: Education, 


Recruiting And Training 


facing us more into the daylight. 

Three, at least, of those prob- 
lems were prominent on Clubs 
day at the recent International 
Advertising Conference: Educa- 
tion, recruitment and training of 
the right type of personnel. 

In London the young man or 
woman entering advertising has 
fairly ample facilities for study 
and training. In other areas this 
is often not so. It will continue 
not to be so until we can provide 
instructors in advertising with a 
series of the finest visual and 
aural aids to training that experts 
in each field can provide. Given 
a series of films and recorded 
talks on all the different branches 
of advertising study, almost any 
one of us with experience in 
advertising could play our part 
in teaching with the confidence 
that we were backed up by the 
very best knowledge and example 
available. Training establishments 
are now loth to start courses in 
advertising because they say that 
they cannot get qualified instruc- 
tors. If, on the other hand, we 
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are able to provide from a 
central organisation material of 
this type, and make it available 
to training colleges throughout 
the country, the whole pattern of 
advertising education outside 
London and one or two other 
centres could be changed. 

Plans of this sort are being 
worked out now to improve 
education facilities in advertising. 
But I must kill a misconception 
that has got about recently. 
People have been saying that the 
clubs have played a leading part 
in providing such educational 
facilities as are at present avail- 
able. With one or two excep- 
tions this just is not true. 

In other directions, an attempt 
is being started to estimate the 
potential intake of new personnel 
into British advertising every 
year. Many of us are constantly 
being asked to find youngsters 


. jobs in advertising. But we do 


not really know whether a good 
career is available to them nor 
whether they are really suited to 
this peculiar trade. In America, 
aspirants are put through a 
course of study and some inter- 
views. After that they are told 
quite bluntly if it is felt that they 
are not suitable, or guided into 
that section of advertising for 
which they appear most suited. 
In the second part of this work 
the American Association ' of 
Advertising Agencies has met 
with outstanding success. We 
need something similar. But it 
will cost money. 

When we come to practical 
training, we meet even greater 
financial difficulties. Before the 
war one agency used regularly to 
take on two or three under- 
graduates just down from a 
university, give them a_ salary 
sufficient to cover their costs and 
leave a little pocket-money, and 
train them within the agency 
crganisation. At the end of a 
year or two they would decide 
whether these aspirants were 
likely to be successful, and it was 
not a very large percentage that 
stayed on to achieve success in 
advertising. The cost even then 
was high, but since the war—with 
rising costs and with the mini- 
mum basic salary needed by a 
young man who has fipished his 
university education and done his 
National Service—it has become 
quite impossible for them to 
renew the scheme. Something of 
this nature is stil] needed, bat it 
cannot be provided in these days 
by any one firm. 

An interesting experiment in 
practical training in advertising 
is to be carried out by the 
Leicester College of Technology 
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and Commerce, starting next year 
with some thirty hand-picked 
candidates. Nominations will be 
accepted from any agency or 
advertising department regardless 
of where they are situated. A 
minimum of one year’s experience 
will be required, and every candi- 
date will be required to pass 
through a group selection inter- 
view occupying a whole day and 
involving tests of suitability to 
measure up, after training, to the 
job-specification involved. The 
work will begin with a first 
tutorial session of five days’ dura- 
tion. The students will then 
return to their offices and will 
receive, during the next four 
months, directed reading matter 
calling for the submission of tests 
of various kinds designed to 
measure the. quatity of their 
efforts. During their reading 
period they will come back to 
Leicester for a Friday and Satur- 
day to meet their tutors and to 
discuss problems which have 
arisen in their reading. At the 
end of this reading period they 
will have covered three subjects 
and will come into residence for 
four weeks. The first week will 
be devoted to consolidation of 


W. R. BALCH, vice-president of 
the Publicity Club of London, 
has over the past few years taken 
a prominent part in Clubs affairs, 
Recently he outlined what he 
conceives to be the “larger activi- 
ties” of the Clubs: education, 
recruiting and the training of new 
entrants into the business. But, 
he says, if the Clubs are to play 
their part they must have more 
money. 


the work done, the last week will 
be used to introduce two new 
subjects for the next reading 
period, and the two middle weeks 
will be mainly devoted to project 
work. There, their practical 
training begins. A third residence 
period will follow, and so this 
practical training will be evolved 
to cover directed reading during 
spells in the office and practical 
project work in the college at 
Leicester. 

Should this Leicester course 
prove successful, doubtless many 
other areas of the country will 
wish to copy it, and this, again, 
will need money. 

Another problem has sprung 
directly from the rapid expansion 
of the publicity club movement. 
Every affiliated club is entitled to 
send two delegates to the quar- 
terly meetings of Advertising 
Association's Standing Club 
Development Committee One 
took place at Portsmouth and 
Southsea recently and out of the 
64 delegates entitled to be pre- 
sent, 21 attended—for as the 
meeting is in the South, the North 
was hardly represented at all, and 
the Midlands but sparsely. Next 
time. if we go North, the reverse 
position will arise. Now such 
meetings — quarterly and not 
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ts in your mind 


Balance these poun 


Vogue has 
the highest certified” 
net sale of any 
high-class magazine 


in Great Britain 


Vogue has the 
lowest advertisement 
page rate of any 
high-class magazine 


in Great Britain 


te Average for 6 months, 
January-June 1951 
Certified by Smallfield, 
Pitshugh, Tillen & Co. 


The Condé Nast Publications Ltd., 37 co.pEN sgUARE,,LONDON, W.1 


pty: —-l te. 
ah, Mn. P Bi: 
a a 437 ADVERTISER'S WEEKLY 5 
eu zt 
wie 4 
A ey ; , 
4 ) | 
Bs 
hy c 
be a, i pee me 
: 7. 
a . | 
ss | 
F | | | 
7 150,000 £2.4.0 per 1,000 | 
# Th en : | | 
ie ‘ 7 ; ’ 
—_— 8h up the valye of ad ‘: 
a Vertis; . ; 
7 7 - ont Vog: ue 


ADVERTISER’S WEEKLY 


£7 


Information regarding Motor-Car 

Licences may not concern YOU, 

but many manufacturers are 
very interested. 


‘Seanning A Tetuad 


gives just these facts, together with more than 


16,000 


other items of marketing information for 
70 Towns and Districts. - 


Dont forget to refer to 


your copy when you 
are planning or 
considering a campaign! 


NORTHCLIFFE NEWSPAPERS 


——GROUPLTD 


R. H. Penney, 
Advertisement Director: 
Carmelite House, London, E.C.4. Telephone: Cen. 6000 
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HOW A TYPEWRITER CAN 
HELP WITH CASTING-OFF 


By W. C. MORGAN 


‘THE typewriter can be a 
useful aid to production or 
copy departments faced with 
the necessity of accurately cast- 
ing off a piece of copy. Con- 
versely, of course, it can also 
be used to find how many 
characters are needed to fill a 
particular space with copy. 

. Typewriters use generally, one 
of two type faces: Pica or Elite. 
Although all typewritten charac- 
ters are the same width. it is pos- 
sible by methodical application, 
to get a clear picture of what a 
piece of copy will look like in an 
advertisement. 

Take Pica face for an example: 
It is almost exactly the size of 
12 pt. type (the slight difference 
is. if anything, an advantage). 
By exveriment it can be shown 
that 60 typewritten pica charac- 
ters will fit into 1 sq. in. Any 
other size of panel can be 
assessed in the same way: There 
are ten letters to the inch, 50 to 
5 in., and so on. 

To get these known characters 
working for you, suppose you 
intend printing folders of 16 
pages, in 12 point text set solid 
throughout on Quad Demy 
printed both sides. Untrimmed 


octavo, here, is 8} in. x 5¢ in. 
Assume the type area to be 8 in. 
x 5 in. or 40 sq. in. Arithmetic 
shows that there are 2,400 
characters to this page (at 60 
characters per sq. in.) which 
makes copy space available 2,400 
x 16 or 38,400 .characters. 

Many casting off calculations 
go wrong, even in any amount of 
comparisons or counts of words 
to a square inch or page. But if 
the maximum number of charac- 
ters is known an average for 
characters per word can easily be 
obtained. This average will vary 
in each different piece of copy, 
but once it has been established, 
the maximum in words can 
worked out. 

So, get the office junior to start 
typing—in Pica face, of course, 
Copy for compositors must be 
typed anyway. Why not type it 
to the column widths it will be 
set in. 

Clearly 12 point setting can 
easily be gauged with Pica type- 
writer face. If it be less or more 
than 12 point, Pica face does that 
job also. To scale down a panel 
to the real proportions would be 
no more difficult than for an 
enlargement or reduction of a 
photo from which a block must 
be made. 


TASKS FOR THE CLUBS 


Continued from page 436 


teally representative——cannot very 
actively pursue and practically 
solve the larger problems of our 
movement. 

Perhaps this club development 
committee can be de-centralised 
into two or three regional com- 
mittees, with perhaps a small 
executive committee adequately 
financed to travel and to act. 
Some attempts to do this have 
been made in the past, but with- 
out success. Yet it is no more a 
problem than any industrial con- 
cern might find in organising 
industrial liaison between branch 
offices or scattered factories with 
central direction at headquarters. 

At these meetings of the C.D.C. 
delegates bring reports of their 
club’s activities during the pre- 
vious quarter, and very interesting 
reading these make. C.D. 
delegates presumably hand their 
copies and their reports of the.r 
meetings to the council, but I 
have a feeling that just as the 
members of the C.D.C. ought to 
be in closer touch with the rank 
and file of the club movement so 
ought members to know more 
about the central body's activities. 

This may well mean the estab- 
lishment of a clubs journal, not 
—in any way—to take the place 
of an individual club's journal 
but to bring news of the wider 
movement to every one of some 
six thousand members. This, 


‘ again, would cost money. 


Each of these problems leads 
up to what, in my mind, is the 
over-riding problem of all— 
finance for the club movement. 

There are two divergent points 
of view on this problem of 
finance. One group holds that 
the clubs are the outposts or 
branches of the Advertising 
Association, that the work of the 
parent body can only ultimately 
achieve success by the use of this 
army of six thousand or more 
P.R.O.’s for advertising, spread 
throughout the club movement. 
Consequently, this party hold the 
view that it is the duty of the 
parent body to raise a central 
fund for allocation to club 
activities. 

The other party to this prob- 
lem holds that it is essentially 
the duty of the indivdual clubs 
to find ways and means of contri- 
buting to the central fund, to be 
administered either by the C.D.C. 
or some other body. 

There may indeed be other 
methods. For example, it should 
not be beyond the bounds of 
possibility for this army of six 
thousand keen members of the 
club movement to raise a pound 
per head per annum, which after 
all is less than sixpence a week. 
This would provide an annual 
income of some six thousand 
pounds for the solution and 
furtherance of the tasks outlined. 
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ADVERTISER'S WEEKLY 


No other publication in Britain has the 


same editorial pattern as 


this world-accepted illustrated newspaper 


The editorial pattern of The SPHERE provides 
a certain indication of its quality of reader- 
ship, its influence and its deep penetration 


into the heart of British life and industry. 


An analysis of 12 average issues displays 
this pattern clearly. The superb pictures 
and news of British and world affairs are 
representative of a consistent editorial 
policy of universal interest which is the 


very foundation of a stable circulation. 


Many advertisers use THE SPHERE simply 
to sell high quality merchandise . . . others 


to promote a good opinion or to influence 


' the buying decisions made at a high level 


in commerce and industry at home, in the 


Commonwealth and elsewhere abroad. 


When you look through the pages of 
THE SPHERE it is evident that experienced 
advertisers use it whenever purchasing 


power, long life and stability count. 


~The SPHERE 


HK Approximately 17% of Sphere editorial is devoted to engineering, 


constructional and industrial development of world interest. 


FRANK DUNN, ADVERTISEMENT MANAGER, INGRAM HOUSE, LONDON, W.C.2. 


(TEMPLE BAR 5444). MANCHESTER: 55, MARKET 


STREET (MANCHESTER, BLACKFRIARS 4109). 
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ADVERTISING CASE HISTORIES—16 


How Berkertex Paris Success Was Used As Theme For 


A Concentrated Home Merchandising 


sas e The Fashion 
And Advertising Campaigns set: tig sem oat tae 7 
by storm. This is the story of Entente Cordiale 
how capital was made in this 
country out of the success. A 
concentrated merchandising cam- PA fe ! S$ 
paign, using trade and consumer eee 
HERE is a saying about used as the theme for an intensive Press, and window displays— 
taking coal to Newcastle, merchandising campaign centred encouraged by the Picture Post 
and another about teaching 0” Berkertex retail outlets, up and merchandising scheme was built 
our grandmother to suck eggs. ¢°wn the country. around the theme. The campaign 
y & : 4 This scheme fell into four has kept the Berkertex factory 
In a polite—and highly suc- atural ver- ing at a time when other 
ee  -_ parts, trade Press adver running t 
ee a yea a tising, consumer Press advertising, firms were laying off workers. 
» doing just those things. € window displays and editorial 
' heart of the world’s fashion publicity. These elements in S he echicvet aad 
Mecca, Paris, they are selling themselves are not unusual. It — = me ¢ th one Ya 
British mass-produced dresses is the way in which they have S200 some Of lie i vish Per. 
and coats to les chiques een integrated that makes this pecacy Flan folder wes Gonna 
Parisiennes who have never “"_interesting story. especially f his party b 
The campaign depended to ‘SPecially for this party by 
oe OPranch ae as some extent on the fact that the  Berkertex advertising agents, Col- 
clothes, French, American or 


: ; or elias story of the Berkertex achieve- 
| British. Les robes anglaises,in ment was likely, on its merits as 


fact, are all the fashion just a news story, to get coverage in This way, Mesdames! Vite! Vite! a” =| 
- 


now. the columns of the consumer 
' Who is responsible for this Press. ~ 


enormity, this huge lesson in egg- The main weight of the cam- P Rorkonton a 
sucking? paign had, therefore, to be INVADES PARIS! 


It was a team effort made pos- directed at the stockist. If he : You've ween the news! Ait Paste is talhing 
sible by the co-operation of the could be persuaded to give sheet ia! tea whe greatest ever Britidy faction: tema 
Queen's dressmaker, Norman  Berkerte> dresses a good show- Berkercan Graver are berg so'd > Pare. Paris women 
Hartnell, and the owners of the ing during the time when the + are mad about these Berkerven Hur tnetl Gremes— then 
largest women’s ready-made story was in the news, the tie-up wrendertel clase deuiges ines beauttal wool 
clothing factory in Britain, would be complete. pment sat 
Berkertex. So the campaign kicked off -- 46.9.6 

Hartnell designed a range of with trade Press advertising, in- 6.196 
9? 2 P hd : : a 
22 utility wool dresses, and these cluding four consecutive pages in 
are now selling under the Berker- one issue of Drapers’ Record, to £5.19.6 
tex brand in a special department announce that the “self-same = 
at Printemps, one of the largest dresses available to all accredited |  %#” ‘#t###-1/?#n ane see races goenoee ‘ 
stores in Paris. Several provin- Berkertex stockists are on sale in orf (aoe a4s rar otacas oaars eaves spent» a7 
cial French stores have also taken the _Berkertex department at Au & bon ti Se \\ 
them up. Grand Magasin du Printemps, the shop at \\ 

Naturally proud of their Boulevard Haussman, Paris... .” | 4} SPOONERS 
achievement, Berkertex have been At about the same time, ran 
telling the British public about reporters were invited to Hart- ES bP 
it. The story has, in fact, been  nell’s where they were told the 


hc . a6 


Trade Press, consumer Press, 
window display: Three links in 
the campaign to put over the 
Berkertex success story. At the 
top is the first of four consecu- 
tive pages from “Drapers’ 
Record,” and below that a 4} 
page advertisement for a shop- 
within-a-shop in Plymouth. The 
window display on the left made 
admirable use of the “Picture 
Post” material. 


man, Frentis & Varley Ltd. This 

folder, handed out from a 

French-type newspaper kiosk by 

a French girl in a Berkertex 

This window display was installed by Swan & Edgar, the west end store, in one of the windows which dress, retold the story with 
faces on to the booking hall of Piccadilly Circus Underground station. (Continued on page 442) 
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. . . know most of the 


answers to screen printing 


problems— 


May we prove this 


with your next “ point-of- 


sale” publicity campaign? | 


% Our speciality OLRO Long Life 
Finish prolongs the life —and looks! 
—of Showcards almost. indefinitely 


i 


OLLEY & 


ROWLEY LTD. 


615-21 
Telephone : Leyton 3702 


HIGH ROAD - 


LEYTON - 


ENQUIRIES INVITED 


E.10 
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Berkertex case history—Continued 


humorous illustrations. Pictures 
of mannequins wearing some of 
the models in French settings 
were included. ; 

Some time before this, contact 
had been made with Picture Post 
who agreed to feature the story 
pictorially. This editorial feature 
was used not only as the spear- 
head of the consumer campaign 
but also, with the trade Press ad- 
vertising, as the big gun in the 
attack on retailers; for the first 
time, Picture Post merchandising 
service was used on an editorial 
story. 

This merchandising scheme 
makes a fascinating story in its 


This folding 
showcard was pro- 
duced as four in- 
dependent sides, so 
that the message 
can be seen from 
all sides. The right- 
hand half of this 
front view was re- 
produced on both 
reverses — which 
are separated by 
the fold of the 
card. 


own right. Because considerable 
use is made of the paper’s cover 
—the last part of each issue to 
be selected—speed is the key- 


| word of the operation, and a 


tight schedule has to be rigidly 
maintained. 


Teaser For 
The Retailers 


First retailers heard about th: 
scheme was a teaser card. About 
500 were sent out to stores 
between August 24th and 27th. 
Shortly afterwards 40 of the lead- 
ing dealers were sent a copy of 
the book subsequently given to 
reporters, together with details of 
the whole promotion scheme. 
Between September 7th and 10th, 
the International Wool Secre- 


| tariat took a hand, by circularis- 


EXPORT AND TRADE 


ing 700 retailers to tell them that 
Berkertex displays put in before 
the Wool Fashion Fortnight 
would qualify for the Wool 
window dressing competition. 
During the next ten days repre- 
sentatives visited the 200 leading 
stockists to explain the details of 
the scheme, warn them of the 
display material being sent, and 
to persuade them to keep, or re- 
buy a stock of the dresses that 
were being sold in Paris. 
Meanwhile Picture Post were 
pressing ahead with production 
of the show material. Several 
printers were employed, each 
briefed to despatch material so 
that it would arrive at the re- 
tailers’ at the same time. 
The most ambitious pieces in 


the range were blow-ups of two 
editorial photographs to 60 in. x 
40 in. Presented as facsimiles of 
a Post cover, they were silk- 
screen. Thev are believed to be 
the largest silk-screen half-tones 
ever attempted. Other material 
sent out included blow-ups of the 
cover of the issue in which the 
story was to appear, folding 
showecards incorporating the 
cover of the issue and a message: 
“This week's issue ... features... 
see jt here and now.” There were 
also Berkertex brand arrows, for 
use with the large mock-covers, 
a suggested hand-out for the 
local Press and a folder giving 


hints on how the display material 
can be put to the best use. 

All this material was timed to 
arrive on September 24th, two 
days before the issue of Picture 


Post was due out. On publica- 
tion day each of the 220 retailers 
covered by this scheme was sent 
6 copies, carrying a cover slip 
drawing attention to the article. 
At the same time four stores 
bought between them 4,100 such 


copies for mailings to their 
account customers. 
Picture 

Completed 

Mailings, special calls and 


trade Fress advertising prepared 
the retailers, display material and 
how-to-use-it instructions helped 
to get goods displayed. Presen- 
tation in Picture Post and other 
media told the story to the 
public. As a final link—to get 
shoppers to the stockists’ window 
—local advertising facilities on a 
sharing basis were offered to the 
dealers. Several large spaces 
were used, including full and half 
pages placed for some of the 
shops-within-shops that Berker- 
tex have established. The cam- 
paign was particularly concen- 
trated in the Plymouth area where 
Berkertex have their factory. 
This factory has been working 
full pressure, and looking for 
more workers—at a time when 
similar factories in other parts 
of the country were laying off 
labour. 
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TODAY many of the old crafts of England are dying 
out because this generation is not supplying the 
young men who are interested enough in these old 
trades to work the many years of apprenticeship 
necessary to master them. But, here on the quayside 
at North Shields in Northumberland, Tom Young . 
the son is working hard to learn the secrets of the 
sailmaker’s craft from Tom Young the father. Here’s 
a craft that’s living and thriving. More drifters and 
cargo boats are putting to sea from North Shields 
than ever before, and all need this craftsman’s skill 
to fit their vessels. Hawsers, rope ladders; a thimble 
must be spliced in here; a cargo net must be repaired 
there. Recently, a big feature was made of this unique 
craft in an article in THE SHIELDS EVENING NEWS. Not 
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only specialist activities, but all the manifold interests 
of this busy area are reflected in these Westminster 
Press papers. Whenever there is some notable event, 
national or local, the people of the Shields area expect 
it to be fully reported in one of their papers. And it is. 
Likewise personal events, from marriages to whist 
drives, honours, adventures and the success stories 
of local boys and girls. Alongside these live human 
stories go your advertisements. There’s prosperity 
with a big buying power in] and around Shields, 
and your advertisements placed in the SHIELDS 
GAZETTE, THE SHIELDS EVENING NEWS, the NORTHUM- 
BERLAND GAZETTE, and the BLYTH NEWS ASHINGTON 
PosT will be sure to reach these people and guide 
them in their spending. 


SHIELDS GAZETTE 


(NET SALE 34,603 ABC) 


THE SHIELDS EVENING NEWS 


(NET SALE 16,626 ABC) 


NORTHUMBERLAND GAZETTE 


(NET SALE II, 


162 ABC) 


BLYTH NEWS ASHINGTON POST 


(NET SALE 18,222 ABC) 


Leeds Office 
RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. TEL: LEEDS 24998 


ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


Manchester Office 


MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. TEL © BLACKFRIARS 39730 
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Under the brightest artificial light, or in 
sunshine, the ROTAVISOR—WITHOUT ANY 
FORM OF SCREENING OR SHADING—will show 
your sales or instructional film loop auto- 
matically, silently, perfectly—for hours on end. 


Accommodates 35mm. film loops of up to 
120 frames. Each frame shown for 6 to 
12 secs. as required. 


Average lamp life, 500 hours. 


THE ROTAVISOR IS THE PERFECT PIC- 
TORIAL FEATURE FOR ANY EXHIBITION 
STAND OR DISPLAY SCHEME. 


The ROTAVISOR is backed by a film loop 
production service unrivalled for speed and 
quality 


Write for details to Dept. W 57 


7 


NEWTON & CO. L 
(72 Wigmore Street, London, W. 
Member of the A.E.I. group of companies 


44% 


re house organ editors have 


the resources of editors of 
national newspapers and the 
famous political and economic 
journals. As even the latter have 
been known to commit errors of 


| judgment it behoves house organ 


editors to be wary of pontificat- 


| ing on political and economic 


matters outside their own experi- 
ence. 

A customer journal gets into the 
hands of experts and nothing annoys 
them more than nonsense on their 


own subject. 


Be careful, then, when comment- 
ing on strange affairs, and avoid 
the superficial judgment. 

Which thoughts were provoked 


by an editorial.comment in Press 


On, a magazine of The Kings Town 
Engraving Co., Ltd., Hull, which 
stated: “Most business, in the face 


| of increasing sales resistance, have 
| allowed higher costs to absorb their 
| safe profit margin in order to keep 


the price of the finished product 
down.” 

The use of the word “most” is a 
dangerous generalisation from 
which there are many exceptions 
known to readers of the journals, 

In view of the analysis of con- 
tents of house organs in my last 


| article I am interested to read, in 


the same editorial: “We hope those 
of our readers who asked for a 


| higher proportion of technical 


matter will feel we are progressing 
in the right direction.” 
*  * * 


THE NEW OVERSEAS number of 
The Prudential Bulletin is a full- 
dress magazine of 60 demy quarto 
pages, plus a handsome colour- 
gravure cover adorned by a first 
class pastel sketch of South Bank. 

Layout is cast in the classical 
mould. Two 21 em columns to the 
page are set in 10 pt. Times—which 
I think thin leading would improve. 

* * * 


Typists and secretaries in the 
Hovis organisation are invited by 
Hovis Magazine to send in a sum- 
mary in 100 words of the qualities 


| they would look for in the ideal 
| boss. They are asked to draw on 


bitter experience or pleasant 


| memories. 


The editor promises strict secrecy, 
which, I suppose, is his only hope 
of getting entries. 

~ * * 


CoLourR IS LAVISH in Perkins 
News. A rich golden chrome, green 
and red are employed as second 
colours on different pages, usually 
in bold masses. These in addition 
to the standard four-colour blocks 
used on outside covers and centre 
spreads. 

This is one editor's answer to 
the problem of catching the engineer 
readers’ eye. A most successful one 
I have no doubt, though I would 
think the price of 2s. 6d. on the 
cover a trifle optimistic. 

* . +. 
THe seconp issue of The 


| Bowater Papers is certainly as im- 


pressive as the first. and many will 
think it more practical. It follows 
the pattern of the first edition as a 


| sort of Fortune of the paper indus- 
' try. In its thoroughness, integrity 
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Play Safe With Politics 


And Economics 


and wise spending on production, 
Bowater Papers makes an outstand- 
ing contribution to British specialised 
journalism. 

As before, sections are printed 
on different papers, and at the back 
of the book is a page of produc- 
tion specifications setting out the 
printing process, paper, type, blocks 
and ink used for each section. 

Outstanding among the practical 
articles is a symposium on_ the 
standard four-colour inks set up 
last year as British Standard 1,400. 
One subject is printed four times 
and the pages slit to facilitate com- 
parison between the four combina- 
tions of etching and inks. This 
should be studied not only by pro- 
duction men, but by artists and 
studio managers. Such folk will also 
find much profit in an article entitled 
“Designed for Printing.” 

Design and production are superb 
and the editor acknowledges grace- 
fully the work of Adprint. 


* * * 


Octoser issue of  Link-up, 
North Western Gas Board's journal, 
contained a photo and word report 
of a conference held at Blackpool 
during October. It was distributed 
to readers just eight days after the 
end of that gathering. Since neither 
editorial, publishing nor printing 
arrangements of house journals are 
normally made on a newspaper 
basis, this can be considered an 
achievement. 

* ~ oe 


SmitH’s English Clocks Ltd. 
recently produced a new monthly 
marketing bulletin for representa- 
tives and wholesale customers. It ‘s 
devoted entirely to the technique 
and facts of selling. Publicity man- 
ager W. Hutton wisely decided to 
make regular publication on the first 
day of each month number one 
priority. Format has therefore been 
kept simple—this also having the 
effect of minimising cost. 

A regular feature is a competi- 
tion for the best sales story on a 
selected line. The prize is_ three 
guineas. This ought to be success- 
ful; it gives the enterprising ‘sales- 
man a chance of showing himself 
off to his management. 

* * * 


Latest issue of Littlewoods 
Review contains 65 photographs of 
groups of staff in its 40 pages. 
Practically all of them are women, 
though there are some wedding 
groups into which men obtrude. 

If you want people to look at 
your journal give them a sporting 
chance of finding their own photo- 
graph in it. That's Littlewoods’ 
winning line. - 

* * * 


Autumn issue of The Lobal 
Magazine contains an article about 
The Icilma Company, one of the 
Unilever group. It tells how Icilma 
was founded by an engineer who 
discovered a natural mineral water 
in Algeria which was beneficial to 
the skin. He shipped the water to 
Paris, then to England. But it does 
not say whether that water is still 
shipped to England, or how wartime 
shipping difficulties were overcome. 
Or if they were not overcome what 
the solution was. 
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LEADING 


IN 


EAST ANGLIA 


Selling to the People of East Anglia, with its large farming 
lands and growing industries of Town and City, can be 
achieved quickly and more completely by means of Newspaper 
Advertising. It is a progressive and, owing to the revival of 
agriculture, highly prosperous area. Its men and women 

take an increasing interest in local news and 

views as is proved by the growth of 

its 3 leading newspapers. 


| The Dorfolk Dews 


Dorwich "Mercury 


peipay, OcTOmF 6 * 


Their Gifts to Ola 


~ LAKENHAM BATHS| 
PLAN APPROVED 
3 ke: 4 a co 4 Not Pre ice 
MORNING — Eastern Daily Press” a Witt Not Prejudiey 
cod parte ot en enn he ONT Sei ee tee a eee: 
on taoonalll Bussiness readership. ABC figures: 49,427daily. ® THE BIG THREE 
ean 4 = published by : 


NORFOLK NEWS 


LIMITED 


LONDON ST., NORWICH 
Phone: NORwich 2323! 5 
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LONDON OFFICE: 15! FLEET 
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Farm Workers’ Wage Increase 


Affects All Industries In 
This Developing Market 


O farm-workers in East 

Anglia, the Fenland and 
surrounding counties, the new 
agricultural wage increase 
comes as a welcome end to 
months of negotiation. It may 
even do something to halt the 
drift away into industry. For 
this and other reasons it is of 
interest not only to those who 
work on the land. 

In an area where farming is 
the bed-rock of both rural and 
urban economy, any movement 
of this kind in agricultural 
wages or prices is bound to 
make a sizeable difference to 
the earnings of many who 
never handle a plough. 


£3} Million 

More In 1952 

The indirect effects of this 
award, which came into force in 
October, are incalculable, but the 
direct effects are clear enough. 
The award amounts to 8s. a week 
for men working full-time, 6s. for 
women, and corresponding rates 
for part-time, casual and juvenile 
workers. 

This means that in the Eastern 
Counties farm-workers will have 
at least an additional £34 million 
to spend in the coming year. 

The increase is the largest of 
three that have taken place since 
1947 and brings the wage of an 
adult man working a 47-hour 
week to £5 8s. 

This is, of course, a minimum 
wage and may be considerably 
added to by overtime earnings 
during certain seasons. One has 
also to take into account that the 
types of farming practised in the 
Eastern Counties often demand 


By STANLEY OREANU, 


of Research Services Ltd. 


special skills that have to be paid 
for at higher rates. There are 
many workers in the extensive 
market gardens of north Bedford- 
shire and Cambridgeshire who 
would turn up their noses at 


‘anything close to the minimum. 


Around Sandy and Potton, for 
example, and other districts near 
Biggleswade, where nearly a 
quarter of the country’s sprouts 
are grown, a skilled picker could 
easily top £7 a week even before 
the latest increase—and that 
without any Saturday or Sunday 
work. 

These market gardens, together 
with the potato and sugar beet 
crops that are widely distributed 
over severa] counties, account for 
most of the casual, part-time and 
seasonal workers in the eastern 
region. They form about 20 per 
cent of the agricultural labour 
force. Around the Isle of Ely, 
where there are large plantings 
of both potatoes and sugar beet, 
a third of the workers are casuals 
etc., half of this group being 
women. 

Farmers were quick to protest 
at the new wage increases and, 
more emphatically, at the fort- 
night’s paid holiday that formed 
part of the award. Both protests 
were ineffectual. 

The only crumb of comfort 
they were able to win from the 
Agricultural Wages Board was 
the decision that a worker will 
not be guaranteed more than one 
consecutive week of his holiday 
between the months of April and 
October. So it is now generally 
agreed there is little danger of his 
basking on the beach at Clacton 
or Southend while the harvest 
spoils, 

In spite of the lively state of 
agriculture -in the Eastern 


Counties, relatively unaffected by 
the national fall in certain 
branches of agricultural produc- 
tion, farmers there as elsewhere 
complain that their profits are 
being eaten up by both the wage 
increases and the unending rise 
in costs of agricultural equip- 
ment. . 


Farmers Will 
Get Higher Prices 


Not only does the price of 
mechanical equipment continue to 
climb—a five-ton lorry that could 
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Rural development in these 
counties is being pushed ahead as 
fast as economic conditions 
allow. A good deal of it is con- 
cerned with taking down as well 
as putting up. Thus Cambridge- 
shire County Council have made 
an order restricting poster sites 
under the Town.and Country 
Planning Act. If the Housing 
Ministry confirms the order, ad- 
vertisement sites will be confined 
to commercial areas in Cam- 
bridge itself, and certain approach 
roads and shopping centres in a 
few of the larger villages. 


Development— 
According To Plan 


In Norfolk over £3 million is 
to be spent on improving and 
extending small holdings. This 
includes the purchase of 16,000 
acres of land. On a larger scale, 
the new development plan for 
East Suffolk gives some idea of 
the changes that can be effected 
without destroying the essential 
character of the countryside. 
During the next five years, if the 
Ministry of Housing and Local 
Government gives its approval, 
the cost of developing town and 
country in this part of East 
Anglia will be nearly twelve 
million pounds; £7 millions is to 


BRECAUSE the number of agricultural workers in 
the Eastern Counties is much higher than the 
national average, recent wage awards to farm 
workers will have a marked effect on the purchas- 


ing power of the community in the area. 


are to be compensated for their higher wages bill 
with a review of produce prices. 
Many industries in the area depend upon the farms 


for their raw materials. 


increased farm 


wages will have far-reaching effects upon them, 
too, if only to make their raw materials position a 


little more secure. 


be bought for £500 in 1945 now 
costs £800—but all the non- 
mechanical items have gone up 
proportionately. Even the humble 
grain sack (28 x 56) is now 
priced at nine and _ sixpence. 
However, as the Government has 
now agreed to a special price 
review, farmers will be recouped 
at least for what they are losing 
on wages. 


go on housing, and the next 
largest amount, nearly £1} 
million, will be spent on improv- 
ing the water supply. This will 
greatly benefit farms, fewer of 
which are now supplied with 
piped water than in any other 
county. 

In order to keep the charming 
Suffolk landscape unspoiled by 
ugly and wasteful mushroom- 
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FOR 


7 DAYS 
THESE WEEKLIES ARE 
“ DAILIES” 


IN N. E. ESSEX 


(FROM COLCHESTER TO THE 
COAST) 


@ FRIDAY 
EAST ESSEX GAZETTE 


HARWICH & DOVERCOURT 
STANDARD 


@ SATURDAY 


EAST ESSEX GAZETTE 
HARWICH & DOVERCOURT 


STANDARD 

_@SUNDAY 

_ EAST ESSEX GAZETTE 
HARWICH & DOVERCOURT 


STANDARD 
@® MONDAY 
_ EAST ESSEX GAZETTE 
HARWICH & DOVERCOURT 


‘ STANDARD 
@ TUESDAY 


EAST ESSEX GAZETTE 
HARWICH & DOVERCOURT 
STANDARD 


-® WEDNESDAY 
EAST ESSEX GAZETTE 
HARWICH & DOVERCOURT 


‘@® THURSDAY 
EAST ESSEX GAZETTE 


HARWICH & DOVERCOURT 
STANDARD 


wit COVERAGE to matcH 


DAILY EXPRESS 24°. 
NEWS OF THE WORLD 43°”, 
EAST ESSEX GAZETTE 92”, 


East Essex Gazette Series 
MEMBER OF THE A.B.C. 
Circulation 21,973 


Head Office: 
JACKSON ROAD 
CLACTON-ON-SEA 


London Representative: 


Cc. P. R. CRANE 
44/45 FLEET STREET 
E.C.4 
Tel.: CENcral 6820 


| of its old wool] towns. 
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Many Industries Depend On Farms 


growths, it is proposed to group 
all new development round exist- 
ing villages. Nor will the new 
growth simply be made to adhere 


| to the old, like toadstools on a 


tree-trunk. As far as_ possible, 
new building will be distributed 
throughout the villages. 


Unobtrusive, 
But Active 


There is a greater amount of 
active rural industry in Suffolk 
than one would suspect from 
wandering over its heaths or 
pottering around the lovely decay 
A survey, 
which formed part of the basis 
of the new plan, mentions a wide 
variety of local production. 
Closest to the soil are the extrac- 
tive industries, lime kilns, cement 
and whiting, brick and _ tile 
making. These, together with 
other indigenous industries, such 
as cloth weaving and timber pro- 
ducts; are scattered over ~ the 
county. On the other hand the 
processing of agricultural pro- 
ducts—- brewing and = malting. 
sugar beet factories, fruit, vege- 
table and jam canning, egg pack- 
ing, flour milling, bacon and ham 
curing, ete—is concentrated in 
specific ardas. The greatest con- 
centration lies around Ipswich 
and also in and around Stow- 
market, Bury St. Edmunds and 
Lowestoft, the last-named being 
also well-known as a fishing-port 
and holiday centre. Of secondary 
importance in this connection are 
wr Woodbridge and Had- 
leigh. 

The other important rural 
industry is the making of 
igricultural implements and 
machinery. There are many small 
workshops and forges for this 
purpose up and down the county, 
but production is chiefly centred 
in Ipswich, where it is organised 
on such a large scale that it can 
hardly be described as “rural” any 
longer. According to the P.E.P. 
report on agricultural machinery 
published in 1947, one Ipswich 
firm, namely Ransome, Sims & 


Jefferies, accounts for a large 
proportion of agricultural 
machinery produced throughout 
the whole of the Eastern region. 
To set against the by now com- 
monplace tractor ploughs and 
threshing machines. another 
Ipswich firm, Ransomes & 
Rapier, have recently produced a 
mechanical giant for tearing the 
heart out of the land, 27 tons‘at 
a single scoop. This is “the 
world’s biggest walking dragline” 
now installed at an _ ironstone 


GIANT! 
The “world’s bi ke 
walking dragline, weighing 
1,600 tons, was ~- produced 
in Ipswich—a fine engin- 
eering achievement which 
serves to remind that the 
Eastern Counties are not 
entirely farming country. 


quarry in Northamptonshire. 
Weighing about sixteen hundred 
tons, with a jib 282 feet long, 
“walking” on steel shoes in 
seven-foot strides, it may serve as 
a visible reminder that Ipswich, 
in spite of its historical associa- 
tions, is not just another quiet 
county town. Apart from its 
importance as an _ engineering 
centre, it is also a large port. 
Although the town lies 11 miles 
from the sea, a favourable posi- 
tion on the estuary of the Orwell 


Continued from previous page 


has made it 
between the 
Humber. 
Broadening our view once 
again to include the whole of the 
Eastern Counties, we may see this 
mainly as an area of farmland 
dotted with small towns, where 
even life in the towns is coloured 
by the countryside. None-the-less 
it cannot be called “a predomin- 
antly rural area” without qualifi- 
cation. In point of fact the great 
majority of people do not gain 
their living directly from the soil 
—although in many cases they 
are working at only oné remove 
from it in flour mills, canneries, 
etc. One can get a truer picture 
of what it means to be a “rural 
area” in such a highly urbanised 
country as Britain from the 
employment figures in Table I. 


Few “Other 
Manufactures” 


The two outstanding factors 
brought to light by this table 
are that proportionately three 
times as many people are en- 
gaged in agriculture in the 
Eastern Region as in the whole 
country and that the only other 
marked difference from the rest 
of the country lies in the com- 
paratively few who are employed 
in “other manufactures”—chiefly 
metal goods, textiles and 
chemicals. 

The figure of 54,000 for 


the busiest port 
Thames and the 


I—EMPLOYED PERSONS AT MID-1950 


Total 
Great Britain 


| Eastern 
! Region 


Agriculture , 
Engineering, etc. 

Vehicles ... . 

Food, drink, tobacco 
Building ... 5 

Other manufactures 
Transport, communication 
Distribution 
Miscellaneous services 

All other activities 


96 (9%) 
177 (17%) 


Source: Tables relating to employment and 


unemployment in Great Britain. 


H.M.S.O. 1951. (Lincolnshire in not included in the Eastern Region in these Tables.) 


July—Dec. 1950 
A.B.C. Figures 


London Representative : 


CAMBRIDGESHIRE TIMES 


GROUP 
* 


65,123 


TIMES BUILDINGS, MARCH 
Tele : 2368 (2 lines) 


MR. W. H. WALMSLEY, 69 FLEET STREET 
Tele : Central 9353 


Copies 
Weekly 


SOLUS SITES 
MEWBURN 


BILLPOSTING CONTRACTOR 
WESTCLIFF-ON-SEA 
Phone : Southend 3626 
e 


Member of the Solus Outdoor 
Advertising Association Ltd. 
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WAN I 


Prick with your pin any town of importance. You 

will be sure to find National Solus Sites in the very 

best positions to catch the eye and hold the attention : Sraintree @ 
of the people who live and work there. ‘5, fs 


| 


| 
ilk 


elixstowe —— 
| P Me oe... = — 
Witham @ OK iacton-on Sea 
Take any town on this map of East Anglia, for CHELMSFORD® : 
instance. Each has National Solus Sites ready to give 
Hadleigh @ 


your product that prominence it deserves. leigh Qu 
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NATIONAL SOLUS SITES LIMITED 


56/60, STRAND, LONDON, W.C.2 . Telephone: TRAfalgar 4922-3-4 


DIRECTORS: T. A. ALLAM (Managing Director) §.E. CARTER +: P. W. FELTON : &. H. LAWSON 


- ‘| LOOKING 
Grantham TEST IT — 


. If Essex is to be included in your 


Journal IN ond 


wane | LPSWICH ||" 
is the County paper for Essex 
counties and serving —others do 


a public representa- 


tive of rural, sport- East Anglian Daily Times 


A.B.C. (Year ended 30.6.5!) 


32,359 


per week 


ing and_ industrial Ipswich Evening Star 
Flat rate 1§2/- per inch s.c. 


interests Suffolk Chronicle & Mercury | stake 


Copy and rate card from 


VALUE IN ADVERTISING | Advertisement Manager 
(Members A.B.C.) CARR STREET 107 FLEET ST. ESSEX WEEKLY NEWS 


Head e: IPSWIC INNDON, E.C. 
46 HIGH STREET, GRANTHAM RQ a 26 HIGH ST., CHELMSFORD 
. Branches : Chelmsford Colchester + Beccles» Bury St. Edmunds Tele 2795 
Advertisement Manager: Felixstowe * Harwich - Lowestoft - Stowmarket * Sudbury phone 
James H. Watson 


Members of Greater London's 
tives : Greater Press 


London Representa 
Will Kitchen Jnr., Led., 131 Fleet St. 
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ADVERTISER'S WEEKLY 


The newspapers 
of North Essex 


Essex Conuty 
. Standard 


ADVERTISE AND SELL 


Effectively and Economically in the 


(AMBRIDGE INDEPENDENT 
PRESS & CHRONICLE 


(Published Fridays) 


~ The only County ‘‘Weekly”’ 
ad a published and printed in 
; COLCRESTER Cambridge. Unrivalled Agri- 
! IN Service fo 
ts a 4 e t t Ld Conbetitentiee cot yen 
| ing Counties. Also’the 
Braintree and Witham — | (AMBRIDGE DAILY NEWS 
_ TIME fey The only “‘Daily’’ published 
in Cambridgeshire. 
Over 44,500 a week A.B.C. Head Office: CAMBRIDGE - Tel. 4247 
15s. per s.c. inch Flat ashe tts meen 


TECHNIVIEW TECHNIVIEW TECHNIVIEW 
TECHNIVIEW TECHNIVIEW TECHNIVIEW 
: TECHNIVIEW TECHNIVIEW TECHNIVIEW 


| 
22 Bennett’s Hill, Birmingham 2. Tel. Mid. 1018 


Mecehanieal World 


AND ENGINEERING RECORD 


_ Important Announcement From 
Art paper throughout; increased 
size; 133 screen; extensive use 
of colour. These will be some 
of the advantages of ‘“Mechani- 
cal World” as a monthly to be 
published in both London and 
Manchester. Send for rate card. 

EMMOTT & CO. LIMITED, 2) BEDFORD STREET, LONDON, W.C.2 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER, 3 


M.W.12 


Design, Copywriting Print, Display & Photography 
* 


DESIGN FOR SELLING 


* 


Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
% 


245 VAUXHALL BRIDGE ROAD, S.W.1 ViCtoria 5303 (6 lines) 
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employment in the vehicle in- 
dustry may come as something 
of a surprise. Some of these 
people are making tractors, etc., 
at Ipswich, but a much higher 
proportion is occupied in the 
motor works at Luton, principally 
Vauxhall, who have _ recently 
greatly extended their works. 
There was a time when Luton 
and hats were synonomous, but 
the last generation has seen the 
dispersal of the hat trade and 
Luton now relies for its earnings 
largely on light engineering. 
Commer cars, George Kent, 
Davis gas stoves, Skeffko ball 
bearings, Electrolux and many 
smaller firms have works in the 
town. 


High Proportion 
Of Radio Workers 


The figure given for engineer- 
ing includes 16,000 workers in 
the radio and gramophone in- 
dustry. The two largest employers 
in the region are Pye at Cam- 
bridge and Marconi at Chelms- 
ford in Essex. Marconi, who for 
many years have been making 
radio transmitters for use on land 
and at sea, are now building up 
a big international reputation in 
the television field. The whole 
of the equipment for the new 
Holme Moss television station 
was made at Chelmsford, and 
Chelmsford too will have the 
distinction of making all the tele- 
vision equipment for the United 
Nations headquarters in New 
York. Canada has ordered its 
new television system from 
Marconi, and there are also large 
orders from South America. 
“Other manufacturers” in the 
eastern region covers many 
different kinds of production, of 


CHOICE DISPLAY 


This ingenious counter display 


being offered to chemists by 
Tokalon, holds an example of 
each shade of the firm's lipstick; 
this allows customers to make 
on-the-spot comparison. The 
display was moulded and printed 


by Wedekind & Co. 


VAUXHALL WORKS EXTENDED 


Continued from page 448 


which one of the most important 
is the boot and shoe trade in 
Norwich. Less well-known per- 
haps, is that Norwich is also the 
national home of mustard, as 


Colman’s great mustard and 
starch works are situated there. 
Saving 

The Bacon 


The ban by the Government 
on the import of tinned ham has 
made us more conscious than 
ever of the lack of meat to go 
with the mustard. One compen- 
sation is that in the Eastern 
Counties, as elsewhere, the num- 
ber of pigs has greatly increased 
over the pasi year. 

But a more characteristic con- 
tribution from this area lies in 
the poultry industry. One fifth 
to one sixth of all the table and 
laying birds in the country are 
reared in the Eastern Counties, 
and this includes a quarter of all 
ducks and turkeys. The word 
“industry” was used advisedly. The 
farmers of the region who have 
invested in poultry are shrewd 
and efficient business men and it 
is no chance turn of the wheel 
that has brought their birds to 
the fore in both quality and 
quantity. 


New Trend In 


Poultry Farming 


Shortage of feeding stuffs has 
almost entirely eliminated the 
old type of specialised poultry 
farmer. The men who now take 
the lead have made a consider- 
able study of poultry breeding, 
but combine it with crops from 
which they gain a large part of 
their livelihood. They are there- 
fore able to aged much of the 
grain, especially barley, required 
for feeding the birds, which 
makes them to a large extent in- 
dependent of import restrictions. 

It is the breeding of turkeys 
and ducks, especially the former, 
that the great successes have 
been achieved. This is of some 
importance to our national 
economy, as well as private pro- 
fit, for these birds represent the 
most efficient way of converting 
vegetable feeding-stuffs into high 
quality meat. Turkeys used to 
be regarded by many farmers as 
a poor investment because of the 
risk of disease. But with modern 
preventive techniques available, 
the turkey population in Nor- 
folk. Essex and Suffolk is 
steadily growing. 


END OF EASTERN 
COUNTIES SURVEY 
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5,000,00 


people listen to 


pee 


ie 


ae Seek Sees * 


Luxembourg 


* From the Report of the Survey 
by the British Market Research Bureau 
during November 


Radio Luxembourg Advertising Ltd., 
36 Davies Streci, London, W.1 Mayfair 6128 
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AND CONTINENTAL ADVERTISERS 


JANUARY-NOVEMBER, 1951 


Agricultural Equipment 

HARRY FERGUSON LTD. 

JACK OLDING AND COMPANY LTD. 
Aircraft and Travel 

AIR FRANCE 

AVIATION DIVISION, DUNLOP RUBBER 


co. LTD. 


! 
BRITISH OVERSEAS AIRWAYS CORP. 
THE BRITISH TRAVEL ASSOCIATION 
CUNARD STEAMSHIP CO. LTD. 
HOTEL DU RHONE 
KLM ROYAL DUTCH AIRLINES 


Automotives, Accessories and Petroleum 
Products 

THE AUSTIN MOTOR EXPORT CORP. LTD. 
CALTEX (U.K.) LTD. 

CHAMPION SPARKING PLUG CO. LTD. 
CODFREY DAVIS LTD,—CAR HIRE 
DUNLOP RUBBER CO, LTD. 

FIAT 

NUFFIELD FXPORTS LTD. 

ROOTES LTD. 

SINGER MOTORS LTD. 

THE STANDARD MOTOR CO. LTD. 


Clothing and Household Equipment 

BATA SHOE CO. INC, 

DOLCIS SHOE COMPANY 

DUNLOP RUBBER CO. LTD. 

MORRIS (GLASGOW) LTD.—FURNITURE 
Electrical, Industrial and Office Equip- 
ment 

\KTIEBOLAGET ATVIDABERGS INDUSTRIER 


ASSOCIATED ELECTRICAL INDUSTRIES LTD. 
DICTAPHONE CO. LTD. 


AB B.A. HJORTH AND CO, 

PHILIPS ELECTRICAL LTD. 

PHILIPS GLOELAMPENFABRIEKEN, 
EINDHOVEN 


Watches 


CYMA WATCH CO. S.A. 

DOXA WATCH CO. 
INCABLOC-UNIVERSAL 
INTERNATIONAL WATCH CO. 
INVICTA-SEELAND 
JAEGER-LECOULTRE 

MIDO WATCH COMPANY 
OMEGA WATCH COMPANY 
THE ROLEX WATCH CO, LTD. 
SWISS FEDERATION OF WATCH MFRS. 
CHS. TISSOT AND FILS S.A. 
UNIVERSAL GENEVE 
VACHERON ET CONSTANTIN 


Liquor 

ARTHUR BELL AND SONS LTD. 
BISQUIT COGNAC 

BOOTH’S DISTILLERIES LTD. 
JAMES BUCHANAN AND CO. LTD. 
CAMPARI EXPORT-IMPORT 
CINZANO AND CO. 

THE DISTILLERS AGENCY LTD. 
W. AND A. GILBEY LTD. 
PETER F. HEERING 

ERVEN LUCAS BOLS GIN 


Miscellaneous 


FESTIVAL OF BRITAIN 1951 

FRANKE AND HEIDECKE—CAMERAS 
INTERNATIONAL PHOTO-CINEMA EXHIBITION 
MILES MARTIN PEN CO. 


ay ene ee 


circulates in 120 countries throughout the world outside North America. It rep- 
resents a new and extraordinarily successful concept in international advertising. 


- For information please write or telephone to 
onal, 2-4 Dean Street, London, W.1. T 


rue de la Pepiniere, Paris. Telephone Laborde 9703 
McDonnell 


1, Rapenenawel 23,  Runieee Telephone Zurich 277441 
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‘Advertiser’s Weekly’ List 


ADVERTISER'S WEEKLY 


Of Books On 


Advertising And Allied Subjects 


Below is an up-to-date list of books on advertising and allied subjects available from the publishers 


whose names are given, 


ADVERTISING 
(GENERAL) 
A Guide to Advertising Studies, 


. Quentin Faichney, Butterworth 


Advertising, G. F. 
Pitman 6s. 

Advertising Administration, F. B. 
Lane, Butterworth 15s. 

Advertising Campaigns, Irvin 
Graham, Harper (Hamish Hamil 
ton Ltd.) 35s. 

Advertising and Economic Theory, 
FE. A. Lever, Oxford University Press 
9s. 6d. 

Advertising Explained, Denis 
Caton, Allen & Unwin 8s. 6d. 

Advertising Psycholology and 
Research, Lucas and _ Britt, 
McGraw-Hill 55s. 6d. 

Advertising, Selling and Mer- 
chandising, Printe:s’ Ink, Mayflower 
31s. Gd. 

Applied Psychology for Adver- 
tisers, A. P. Braddock, Butterworth 
10s. 6d. 

Economics of Advertising, F. P. 
Bishop, Robert Hale 7s. 6d. 

Effective Advertising, Hepner. 
McGraw-Hill 47s. 

Ethics of Advertising, F. P. 
Bishop, Robert Hale 10s. 6d. 

Handbook of Advertising, Weiss, 
Kendall and Larrabee, McGraw-Hill 
55s. 6d 

Introduction to Advertising, 
Brewster, Palmer and Ingraham, 
McGraw-Hill 32s. 

Outline of Advertising, Professor 
G. B. Hotchkiss. Macmillan 37s. 6d. 

Practical Advertising Manage- 

M. Higginson, Pitman 


Tredrey. 


Practical Advertising Procedure, 
Rochester Industrial Advertisers, 
McGraw-Hill 40s. 6d. 

Principles of Advertising, H. K. 
Nixon, McGraw-Hill 47s. 

Problems in Advertising, Neil H. 
Borden, McGraw-Hill §\s. 

Psychology and Advertising, 
A. P. Braddock, Butterworth 10s. 6d. 

Routine of the Advertising 
Department, — ald H. W. Cox, 
Pitman 10s. 6d. 

Sales and Advertising, Gauss- 
ee an-Bates, Technical Press 

s 

Salesmanship and Advertising, 
John Newcomb, Pitman 8s. 6d. 

Salesmanship and Advertising, 
H. W. Houghton, Gregg 7s. 6d. 

Small Space Advertising, Printers’ 
Ink. Mayflower 31s. 6c. 

Teach Yourself Advertising and 
Publicity, P.  Chandor, English 
Universities Press Ltd. 6s. 

The Law of Advertising, W. J. 
Leaner, Butterworth 21s. 

The Technique of Advertising, 
J. Fowle-Fromings. Pitman 10s. 6d. 

The Technique of Persuasion, lan 
Harvey, Falcon Press 13s. 6d. 


the list is reprinted. 


The Truth about Advertising, 
Robert Brindon, Chapman & Hall 
los. 

Voice of Civilisation—An Inquiry 
into Advertising, Denys Thompson. 
Muller 7s. 6d. 


COPY, LAYOUT AND 
COMMERCIAL ART 


Advertisement Copy and Layouts, 
Charles C. Knights, Technical Press 
6s. 6d. 

Advertisement Production for 
Newspapers and P 
Courtney D. Farmer, 
l2s. 6d. 

Advertising and Editorial Layout, 
Matlock Price. McGraw-Hill 55s. 6d. 

Advertising Copy, George B. 
Hotchkiss, Harper (Hamish Hamil- 
ton Lid.) 31s. 6d. 

Advertising Copywriting, Krees 
& Gray, Nicholas Kaye 35s. 

Alphabets for Signwriters, F. 
Delamotte, Technical Press 6s. 

Anatomy of Lettering, Russell 
Laker. Studio Lid. 12s. 6d 

Art for All, Art & Technics Ltd., 
An & Technics Lid. 7s. 6d. (paper 

8.) 

Artist in Commerce, Leonard 
Sharpe, A. & C. Black 4s. 6d. 

Attention and Interest Factors in 
Advertising, Harold J. Rudolph. 
Mayflower 60s 

Basic Layout Design, Tommy 
Thompson, Studio Lid. 21s. 

Camera in Advertising and 
Industry, W. G. Briggs, Pitman 
20s. 

Colour Photography in Practice, 
D. A. Spencer, Pitman 35s. 

Commercial Art, C. E. Wallace. 
McGraw-Hill 34s. 

Commercial Photography, 
McCombs, Technical Press 40s. 

Colours and What They Can Do, 
Lours Cheskin, Blandford Press 
17s. 6d. 

Communicating Ideas to the 
Public, Stephen E. Fitzgerald, 
Mavflower 27s. 6d. 

Copy—The Core of Advertising, 
Aesop Glim, McGraw-Hill 30s. 

Design and Decoration, Carlyle. 
Oring aes Richland, McGraw-Hill 

Rs. 6d. 

Design for Commercial Artists, 
eo Forman, Blandford Press 

s. 6d. 

Dictionary of Colour, Maerz and 
Paul, McGraw-Hill £10 12s. 6d. 

English for Advertising and 
Commerce, B. L. K. Henderson, 
Butterworth 7s. 6d. 

Fashion Drawing, 
Marshall, Studio, Lid., 15s. 

Figure Drawing, R. W. Alston. 
Phenix House 10s. 6d. 

Graphie Arts Craft, D. Kauffman, 
Macmillan 21s. 

Graphics Arts Procedures, R. R. 
Karch, Technical Press 30s. 


Pitman 


Francis 


Graphic Presentation Simplified, 


R. R. Lutz, Mayflower 315. 6d. 


How Advertising is Written—and 
Why, Acsop Glim. McGraw-Hill 
25s. 6d 

How to Draw Technical Mlustra- 
tions, Linsley and Hawkins. Srudio, 
Lid., 3s 

How to Write Advertising Copy 
that Sells, Frank E. Fechiman, 
Funk & Wagnalls 39s. 6d 

How to Write Advertising that 
Sells, Clyde Bedell, McGraw-Hill 
42s. 6d. 

Illustration and Reproduction, 
John R. Biggs, Blandford Press 35s. 

Illustrations for Displays and 
Showcards, W. A. Vickers, Bland- 


dustria Zn ctica! 
Guide, H. Van Doren, McGraw-Hill 
42s. 6d. 
International Poster Annual, 1951, 
Alec Tiranti £8s. 6d 
Layout in Advertising, W. A. 
Dwiggins, Harper (Hamish Hamil- 
ton Ltd.) 24s. 6d. 
and Commercial Art, 
C. Knights, Butterworth 


Layouts and Letterheads, Carlyle, 
Oring and Richland, McGraw-Hill 
Sis. 

“avons of 
R. H. W. Cox, Pitman 7s. 6d 

Lettering and Ornamental Plan 
Design, M. Cormie, Technical Press 


Advertisements, 


” Lettering for the Commercial 
H. Hunter, Blandford 


and Lettering, Paul 
» and Guy Oring. McGraw- 
2s. 6d. 

Lettering of Today, ©. G. Holme, 
Studio, Lid., 15s. 

Line Drawing for Reproduction, 
Ashley Havinden, Studiv Ltd., 
10s. 6d. 

—s it Sell, J. Perry. Pitman 
Rs. 

Making a Poster, Austin Cooper, 
Studio 12s. 6d. 

Manual of Postercraft, W 
Clemence, Blandford Press 0s. 6d. 

Modern Control in Photography, 
John Erith, Fountain Press 2 

Modern Lettering and ‘pb 
Cecil Wade. Pitman 20s 

Modern Publicity 1942-48, Mercer 
and Rosner, Sfiudio, Lid.. 3s 

Modern Publicity 1949, Mercer 
and Rosner, Studio Lid. Ws. 

Modern Publicity 1950-51, Mercer 
and Rosner, Studio Lid. Ws 

Modern Publicity 1951-52, Mercer 
and Rosner, Studio, Lid. 35: 

Pen and Brush Lettering and 
Practical Alphabets, Blandford 

. Blandford Press 5s 
How to Use Them, 
A. Hunter, Blandford Press 
12s. 6d. 

Practical Typography and Copy- 
writing, Courtney D. Farmer, 
Pitman 5s. 


It is published as a service to our readers, experience having shown that 
previous lists, issued in leaflet form, have created great interest. 
out of print have been omitted, as have books obtainable only in U.S 1. 
advise “*Advertiser’s Weekly” 


Standard works now unfortunately 
Publishers are invited to 
of any corrections or additions that can be incorporated as and when 


Printing Design 
Steer, Virtue 45s. 
Professional Ticket Writing, A. 
Hunter, Blandford Press 10s. 6d. 
Sales Idea Book, Printers’ Ink. 
Mayflower 37s. 6d. 
Scraperboard Drawing, CC. W. 
. Studio, Lid. 21s. 
P ssconl Colour, Faber 


and Layout, 


-out and Design, 
Blandford Press 


Showcard Writing and Design, 
Gibbings, Technical Press Ss. 

Student's Guide in Commercial 
Art, Hal Missingham, Faber & 
Faber 18s. 

Teach Yourself Commercial Art, 
H. Chutner, English Universities 
Press, 6s. 

Technique and Practice of Adver- 
tising Art, Hymers and Sharpe. 
Pitman 40s. 

Technique of Advertising Layout, 
F. H. Young, Partridge 15s. 

The Art of the Pen, Ernest F. 
Aris, Pen-in-Hand Publishing Co 
Lid., 10s. 6d. 

The Script Letter, Tommy 
Thompson, Studio, Lid. 15s 

Van Writing Up to Date, W. H 
Coates, Blandford Press Os. 6d 

Which Ad. Pulled Best? Printers’ 
Ink. Mayflower 60s. 

30th Annual of Advertising and 
Editorial Art, Art Directors Club 
of New York, Pitman SOs. 

Third Annual of Advertising and 
Editorial Art, 1951 (Canada), Ale 


Tiranti 48s. 


MARKETING AND 
MARKET RESEARCH 


Administration of Marketing and 
7 ee Harold Whitehead, Pitman 

"Advertising, Selling and Merchan- 
dising, Printers’ Ink, Mayflower 

Is. 6d. 

Case Histories of Successful 
or > aa Printers’ Ink, Mayflower 

s. 6d. 

Consumer and Opinion Research, 
Albert B. Blankenship, Harper 
(Hamish Hamilton Ltd.) 2\s 

Developing Marketable Products 
and ir Packagings, Ben Nash, 
McGraw-Hill 51s 

Food Marketing, Pau! Sayers, 
McGraw-Hill 42s. 6d. 

How to Conduct Consumer and 
Opinion Research, Albert Li 
Blankenship, Harper (Hamish 
Hamilton Ltd.) 28s 

Marketing Agricultural Products 
in the U.S., Clark and Weld, 
Macmillan 41s. 

Marketing — an Institutional 
Approach, Duddy and Revzan. 
McGraw-Hill 42s. 6d. 

Marketing and Market Research, 
F. T. Clark, Pitman 8s. 6d. 


(Continued overleaf ) 
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ADVERTISER'S WEEKLY 


PITMAN 
BOOKS 


* 


... on Advertising 


Advertisement Production 
For Newspapers and Periodica!s 
By Courtney D. Farmer. This practical guide 
takes the reader through the various 
stages of the preparation and production 
of advertisements. Illustrated. 12/6 net 
.. a thorough practical handbook.”’ 
—Advertiser's Weekly 


Marketing and Market 
Research 

By F. T. Clark. Describes modern tech- 

nique in marketing and market research 

as practised by leading manufacturers 

and distributors. 8/6 net 


Administration of Market- 
ing and Selling 

By Harold Whitehead 

survey of the entire field of production, 


distribution, and selling. Second Edition 
25/- net 


Practical Advertising 
Management 


By j. M. Higginson, F.1.A.M.A. A practical 
textbook for advertising students, and 
a reference for advertising managers 
and executives. 8/6 net 


The Technique of 
Advertising 
By J. Fowle - Fromings Mlustrated 
16 net 


we have here a book which gets 
well below the routine surface and 
helps us in every phase of our job.""— 
Advertiser's Weekly 


--- and on Printing 


Modern Illustration 
Processes 
By Charles Gamble, O.B.E., M.Sc. Tech 
Third Edition. tilustrated. 30/- net 
“A great book a key to the under- 
standing of the many problems in- 
volved.’ —British Printer 


Pictorial Printing 


Processes 


By Kenneth Ullyett, F.R.Met.S. A practical 
guide to all modern processes of produc- 
ing printed illustrations. It is written for 
the student and practitioner in adver- 


An up-to-date | 


tising and editorial work, and for all | 


concerned with ordering and designing 
pictorial work. Illustrated. 15/- net 
Stereo Typing and Electro 
Typing 

By Arthur F. Winter 
comprehensive 


A detailed and 
guide to modera 


methods, including the use of plastics | 


in stereotyping. Profusely illustrated 


16 net 


Photo-Engraving in 


Relief 
By W. Jj. Smith, E. L. Turner, and C. D 
Hallam. Third Edition Nlustrated 
25/- net 
*... We congratulate the authors on 


the production of an authoritative and 
comprehensive textbook."’ — Process 
Engravers Monthly. 


PITMAN 


Parker St. - Kingsway - London, W.C.2 


—_ 
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‘ADVERTISER’S WEEKLY’ BOOK LIST—(Continued) 


Marketing Drugs and Cosmetics, 


Bader and Picker, Macmillan 
37s. 6d. 

Marketing Policies, Hugh E. 
Agnew and Dale Houghton, 
McGraw-Hill 55s. 6d. 

Marketing Research, Ernest S. 


Bradford, McGraw-Hill 42s. 6d. 
Market Research, Redmayne and 
Weeks, Busterworth 17s. 6d. 
Mass Marketing to the 400 Mass 
— E. B. Wein, Mayflower 
8s. 6¢ 


Modern spent, Bacher and 


Anshen, McGraw-Hill 30s. 

Outlines of Marketi 3rd 
Edition), Hugh E. Agnew, McGraw- 
Hill 38s. 6a. 

Principles of Marketing, Pro- 
fessor F. E. Clark, Macmillan 41s. 


Pundishes of Market Research, 
A. H. R. Delens, Crosby Lockwood 
1Ss. 

Problems in Merchandise Distri- 
bution, McNair, Learned and Teele, 
McGraw-Hill S\s. 

Scientific Distribution, R. 
Simmatt, Pitman 15s. 

Social Surveys and Social Action, 
Mark Abrams, Heinemann 8s. 6d. 

Statistical Techniques in Market 
Research, Robert Ferber, McGraw- 
Hill Sis. 

Technique of Marketing Research, 
American Marketing Society, 
McGraw-Hill 42s. 6d. 

The Art of A Questions, 
Stanley L. Payne, Geoffrey Cumber- 
lege 24s. 

The Proper Study of Mankind, 
Stuart Chase, Phanix House 18s. 

The Home Market, Dr. Mark 
Abrams, Allen & Unwin 15s. 


DIRECT MAIL AND 
MAIL ORDER 
Business Letters that Click, 

Printers’ Ink, Mayflower 37s. 6d. 
Communicating Ideas to the Pub- 
lic, Stephen E. Fitzgerald, May- 
flower 27s. 6d. 
Direct Mail and Mail-Order, Max 
Rittenberg, Butterworth 10s. 6d. 
How to Make Advertising and 
Direct Mail Pay, Practical Business 
Series, Shaw Publishing Co. Ltd. 1s. 
How to Make Letters Bring 
Business, Practical Business Series, 
Shaw Publishing Co. Lid. 1s. 
How to Make More Money with 
your Direct yi Printers’ Ink, 
Mayflower 38s. 6d. 
How to Sell a Mail, Earle A. 
Buckley, McGraw-Hill 21s. 6d. 
How to Write Better Business 
Letters, Earle A. Buckley, McGraw- 
Hill 25s. 6d. 
How to Write Better Business 
Letters, Frailey, Technical Press 18s. 
Sales Letter and How to Write It, 
Noel W. Brown, Pitman 6s. 
Successful Mail Order Methods, 
Practical Business Series, Shaw 
Publishing Co. Ltd. \s. 


TYPOGRAPHY, 
PRINTING 
AND PAPER 
Advertising Production, Ben 
Dalgin, McGraw-Hill 42s. 6d. 
A Century in Print, Hazell, 
Watson & Viney \\s. 6d. post free. 
An Approach to Type, _ R. 
Biggs, Blandford Press 17s. 6d. 


Beginner’s Guide to Printing, 
W. Hayes, Raithby, Lawrence 
12s. 6d. 


Colour Printing, [Thomas E., 
Griffits, Faber & Faber 63s. 

Cutting Advertising and Printing 
Costs, Printers’ Ink Mayflower 
39s. 6d. 

Design in Typography, Fm Cc. 
Tarr, Phenix House 3s 

Encyclopedia -—ettint~f Part 
I, Altred Bastien, Bastien Sls. 6d. 
Appendix A 21ls. 

Four Centuries of Fine Printing, 
Stanley Morison, Benn 35s. 

Graphic Arts, Johnson and New- 
kirk, Macmillan 22s. 6d. 

Handbook of Lithography, D. 
Cumming and C. Parkinson, A. & 
C. Black 21s. 

Hazell’s Printing Helps, Hazell, 
Watson & Viney 4s. post free. 

How to Plan Print, John C. Tarr, 
Crosby Lockwood 18s. 

Illustration and Reproduction, 
John R. Biggs, Biandford Press 35s. 

Introduction to Typography, 
Oliver Simon, Faber & Faber 
l2s. 6d. 

Lettering Alphabets, Alfred 
Bastien, Bastien 42s. (Pop. Edn. 25s.) 

Lettering: A Source Book of 
Roman Alphabets, John C. Tarr, 
Crosby Lockwood 18s. 

Modern Illustration Processes, 
Charles W. Gamble, Pitman Ws. 

Modern Printing, Vol. I, John 
Southward, Raithby, Lawrence 21s. 

Paper and its Uses, Edward A. 


Dawe, Technical Press 7s. 6d. 
Photo-Engraving in Relief, 
Smith, Turner & Hallam, Pitman 


25s. 


Pictorial Printing Processes, 
Kenneth Ullyett, Pitman 15s. 
Practical Printing and Binding, 


Whetton, Odhams 12s. 6d. 


Practical Silk Screening, H. K. 
Middicton, Blandford Press 10s. 6d. 


Printing Panorama, Hazell, 
Watson & Viney. Obtainable by 
written application only. 


Printing and Promotion Hand- 


book, Melcher and Larrick, 
McGraw-Hill 51s. 

Printing Design and Layout, 
Steer, Virtue 45s. 

Printing: Reproductive Means 


and Materials, * C. Knights, 
Butterworth 17s. 6« 

Processes of Gunite Reproduc- 
tion in Printing, Harold Curwen, 
Faber & Faber 18s. 


Screen Process Printing 1951, 
. W. Mackenzie, Skinner & 
Wilkinson 12s. 6d 

Silk Screen Colour Printing, 
Harry Sternberg, McGraw-Hill 
32s. 

Silk Screen Printing Process, 
Biegeleisen and Busenbark, Mc- 


Graw-Hill 34s. 


Silk Screen Process Production, 
Hiett and Middleton, Blandford 
Press 13s. 6d. 

Silk Screen Technical Reference, 
> = - Middicton, Blandford Press 
s 


a of Colour Printing by 
Lithography, Thomas E. Griffits, 
Faber & Faber 18s 

Type in Advertising, Alec Davis, 
Raithby Lawrence 15 

m4 for Books and Advertising, 

Ettenberg, Macmillan 37s. 6d. 


Typographica, 8th E atom, Alfred 
Bastien, Bastien S25 


MISCELLANEOUS 
Advertising Agency Financial 
Management and Accounting, 


Printers’ Ink, Masflower 39s. 6d. 


Advertising Idea Book, Printers’ 
Ink, Mayflower 38s. 6d. 
Advertising of Chemicals and 
Allied Products, A. Si. Clair 
Geddes, Chapman & Hall 18s. 
_Advertising Media, Harold W. 
Eley, Butterworth 10s. 6d. 
Advertising Work Told in Pic- 
tures, Lester Olsen. Funk & Wag- 
nalls 635, 

Case Histories of Successful Ad- 
ae Printers’ Ink, Mayflower 

Ss 


Check Lists of Advertising Essen- 


~ ag Printers’ Ink, Mayflower 
38s. 6d 
Display IMustrated, Blandford 


Press Ltd., Blandford Press 13s. 6d. 

History of Poster Advertising, 
Cyril Sheldon, Chapman & Hail 
10s. 6d. 

How to Increase Your 
Practical Business Series, Shaw Pub- 
lishing Co., Ltd., 1s. 

Modern Radio Advertising, 
Printers’ Ink, Mayflower 60s. 

Packaging and Display Encyclo- 
pzdia, E. Molloy, George Newnes 
Lid. 63s. 

Paper Sculpture, 
Studio Ltd. 3s. 

Paper Sculpture, Arthur 
Blandford Press 17s. 6d. 

Planned Packaging, Harry Jones, 
Allen & Unwin 35s. 

Sales and Advertising Oppor- 
tunities for the Small Manufacturer, 
N. C. Tompkins, Mayflower 35s. 

Sales Promotion Idea Book, 
Printers’ Ink, Mayflower 38s. 6d. 

So You're Going to Choose an 
Advertising Agency, J. T. Chirurg, 
Mayflower 25s. 

Successful Radio and Television 
Advertising, Sechafer and Lacmmar, 
McGraw-Hill 55s. 6d. 

Was I Really Necessary, Richard 
Williams-Thompson, World's Press 
News 10s. 6d. 

Your Public Relations, G. & D. 
Griswold, Mayflower 60s. 


Tadeusz Lipski, 
Sadler, 


REFERENCE 
BOOKS 
Advertisers’ Aid, The Newspaper 
Society 21s. 
Advertiser's Annual, Business 


Publications Ltd., 
tions Ltd. 35s. 

Authors’ and Printers’ Dictionary, 
F. Howard Collins, Oxford Univer- 
sity Press 7s. 6d. 

Author’s and Writers’ Who's 
Who, Shaw Publishing Co., Ltd., 
Shaw Publishing Co. Lid. Ws. 

Directory of Directories, Annuals 
and Reference Books, Business 
Publications Ltd., Business Publica- 
tions Ltd. 30s. 


Marketing Survey of the United 


Business Publica- 


Kingdom, Business Publications 
Ltd., Business Publications Lid. 
105s. 


Newspaper Press Directory, Benn 
Brothers Ltd., Benn 42s. 

Overseas Marketing Survey, 
Business Publications Ltd., Business 
Publications Ltd. 63s. 

Paper Makers’ and Merchants’ 
Directory of all Nations, Business 
Publications Ltd., Business Publica- 
tions Ltd. 35s. 

Printers’, Publishers’, Authors’ 
Handbook, E. C. Thwaites, Bernards 
2s. 6d. 

Willing’s Press Guide, Willing’s 
Press Service Ltd., Willings 15s. 

Writers’ and Artists’ Year Book, 
A. & C. Black Ltd., A. & C. Black 
8s. 6d. 
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ADVERTISER'S WEEKLY 


two into one 
now go 


NOTLEYS announce that they have left their two 
houses in Hertford Street for their new headquarters at 
No. 15 HILL STREET, BERKELEY SQUARE, W.1. 
where they are all under one roof again. With room to grow .. . 
They are sorry that it couldn’t be managed without saying good-bye, 
after nearly twelve years, to their Hertford Street neighbours, where 


Everetts in particular were so kind and hospitable 


during the difficult years of the war. 
But what's half a mile, more or less, between 
friends? And the telephone number is still GROSVENOR 8911 _ 
NOTLEY ADVERTISING \ 
(CECIL D. NOTLEY ADVERTISING LTD.) iN 
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Is your 
MARKETING INFORMATION 


up-to-date ? 

Are you aware, for instance, | 
that since 1939 nearly fifty im- | 
portant urban centres, each with | 
a population over 50,000 have 
increased their number of in- 
habitants by 10% or more? 

Chigwell, taking one example, 
now has 25,000 more people liv- 
ing there than in 1939; an increase 
of 106-3°/,. Acompletely new pro- 
position for the sales executive. 
The source of this, and further 
essential information is the new | 
1951 edition of the 
**GEOGRAPHIA”’ SALES MANAGER’S 
& POPULATION MAP 
OF GREAT BRITAIN 
now accompanied by a separate 
index and statistical tables. | 


BASED ON 


195] 


CENSUS 


Provisional figures 


Mounted on cloth as an office wall map £3 3 0 
Mounted on board with a washable 
drawing surface ... ons ae £500 


Obtainable from the publishers :— 


** GEOGRAPHIA” LTD. 167 FLEET STREET, E.C.4 
Central 2701-2-3 


AAAAAAAAAAAAA 
Addddddddddddddddddad 


ask your 
studio friends 
about 


Geliot- 
Whitman 


LEADING SUPPLIERS 
TO THE LONDON STUDIOS 
OF ARTISTS’ MATERIALS 


Rodney 4560 and Rodney 6165 
87, Crofton Road, London S.E.5 
@ DAILY DELIVERY SERVICE 
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Fifteen Agency Faults 


That Lose Accounts 


HERE is a constant flow 
of accounts from agency to 
agency. The number of clients 
that have remained with the 
same agency for many years is 
very small compared with that 
of accounts that have been 
serviced by two or more 
agencies in a comparatively 
small period. 
What are the sons for this 
constant movement? _ Printers’ 
Ink, as a result of its investiga- 


| tion into client-agency relations, 
' has produced this 


check-list of 
15 points for agents to watch if 
they want to keep their clients. 

1. Check your personnel. Per- 
sonality clashes top the list of 
reasons why clients change their 
agencies. It is called by various 
names: incompatibility, friction, 
“lack of diplomatic generalship 
on the part of the account execu- 
tive.” Changes in personnel on 
both sides are blamed; agency 


| downgrading to weak and less 


experienced men and “not enough 


| change to get benefit of new 


blood and new ideas.” Some ad- 


| vertisers “become irritated by 
| account executives and change 


agencies instead of account execu- 
tives.” Poor management in the 
client company is cited, and in- 
frequently persona] contact ranks 
high, too. 

2. Improve service. Poor, bad 
and careless service, lack of atten- 
tion to details and slow or late 
work. 

3. Rout our staleness, “On the 
job too long—need a change to 
freshen things up.” say adver- 
tisers. Many blame agencies for 
taking accounts for granted— 
“subordinates are ordered to 


carry on while principals go after 


other business or go to Florida.” 
Other reasons Complacency, 
neglect, indifference and lack of 
interest. 

4. Watch sales. Volume drops 
or fails to rise (this is often un- 
fairly blamed on the agency). The 
needle often comes from the sales 
organisation and dealers who 
complain of ineffective advertis- 
ing. 

5. Understand the client's busi- 
ness. Slipping agencies fail to 
integrate themselves into the 
company’s over-all oneration. 
This is due to a lack of interest. 
inability to keep abreast of 
changes. inability to deliver, in- 
sufficient knowledge. lack of 


| intimate contact 


6. Prevent agency dry rot. Similar 
to staleness. but blamed on a lack 
of imagination and initiative and 
“depletion of agency resources 


| through age of principals.” 


7. Watch tor client restlessness. 
“The traditional far-pastures-are- 
greener complex,” “new company 
management,” “change of pace 
suggesied by new agencies,” and 


“just for the sake of change,” 
are reasons quoted. 

8. Correct poor creative work. 
Don't diver: talent to other 
accounts. 

9. Fight politics, “Account has 
friend in another agency — or 
follows friend from one agency 
to another,” “whim and impulse 
of influential executives outside 
the advertising orbit,” “personal 
whim of top administration.” 

10. Overcome top management 
dis-satisfaction. |“Unfavourable 
criticism of advertising by key 
people in the advertiser's busi- 
ness, especially when a competi- 
tor’s advertising makes them 
envious of the stronger appeal.” 

11. Watch costs. “Exorbitant 
charges for services and tacking 
a 15 per cent charge or fee on 
everything they think they can 
get away with.” “Bickering over 
nickels and dimes on a mullti- 
thousand dollar account.” “High 
mechanical costs.” These are 
some client objections. 

12. Is it size? The account is 
too small, or the agency gets too 
big. 

13. Check your competition. 
Other agencies may be offering 
a plus. 

14. Avoid loss of confidence. 
Keep selling key men on each 
account. 

15. Don’t forget client faults. 
Overloading the agency. A lack 
of complete candour on both 
sides. “Unfortunately,” says one 
advertiser, “the advertising frater- 
nity is polite. Clients seldom tell 
the agency the real trouble.” 


Encouraged by the success of 
their now famous bear, Vinolia 
recently introduced a_ Three 
Bears pack for their baby soap. 
The most popular colours—blue 
for a boy and pink for a girl— 
form the basis of this new pack. 
The three bears sit cosily in their 
little thatched house which, with 
its beehive at the back door, forms, 
when empty, an attractive toy. 
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eight hundred 


Multi-unit 
Display Makers 


itis and dialects 


Specialists 


LONDON are set on the 
FIRM 


woven LENO TYPE 


Our representative will be pleased to call on request 


MOUNT WORKS - 96 UPPER CLAPTON ROAD - LONDON E.5 
TELEPHONE: AMHERST 2311-2 


You use Advertiser’s Annual but— 
do you realise its calue for 
your own advertising 


You can be quite sure that your message will go right into the 
offices of al! your most worthwhile clients . . . through Advertiser's 
Annual, the famous Blue Book of Advertising. 


They al/ use the Annual, just as you do, to check up on the 1,001 
facts they must have during the course of a year, because no other 
one work provides so complere an overall picture of the advertising, 
press and publicity fields. 


Advertise in the 1952 edition of Advertiser's Annual and for the 
cost of a single insertion your announcement will STAY before 
your biggest and most important audience of prospective clients . . 
for 52 consecutive weeks! 


y e e 
Advertiser’s Annual 
180 Fleet Street. London, E.C.4 
Telephone: Chancery $844 (15 lines) 

BOOK YOUR SPACE NOW—Advertisement space 
Published by BUSINESS PUBLICATIONS LIMITED, in the big new edition of 1,000 pages, containing some 


" a 250,000 facts about advertising, press and publicity, is 
publishers of Advertiser's Weekly. fast being booked. To-day, however, is not too late... . 
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* Including all the 
Bodoni, Gill Sans, Perpetua, Rockwell, 
*s’* New Roman families, etc. 


Registered Office: 


MONOTYPE Regd. Trade Mark. Se 


‘ CARDS - hed 


STK! oy ARTS | ce 


97 SHIRLEY ROAD CROYDON 
aooriscomsBe 


**DAY-GLO”? PRINTERS 


OF EVERY Se 


CARDBOARD TU B} & S , 


KEENEST MANUFACTURER 
IN THE TRADE 


D. FORSTER 


241 CLAPHAM ROAD, STOCKWELL, S.W.9 
qqummmmenn FEL. : Bri 2067 


a Display Matrix 
LOAN LIBRARY 


with a repertory of more than 
200 ‘MONOTYPE’ FACES‘ 
at the service of printers equipped 
for casting ‘Monotype’ display type 


“best sellers’” — 


THE MONOTYPE CORPORATION LIMITED 
55-56 Lincolns Inn Fields, London, W.C.2 
Head Office and Works: Salfords, Redhill, Surrey 


“The Times” 


327 and Bold 334 


King George V 


Gillott Pens 


NOW AVAILABLE 


For what may well prove to 
be a limited period, the follow- 
ing jalists’ pens are immed- 
iately available:— 

DRAWING PENS: Nos. 290, 29! 
and 1950. 

FINE STEEL PENS: 303, 170 and 
404. 


All ¢ supplied in 3. $ or 
grees bones or I2-carded wit ith 
holder. 

Artists and Studio Managers 
are advised to carry a small 
stock. 


JOSEPH GILLOTT 


AND SONS LTD. 


Victoria enc, Birmingham, | 


lon Office 
2 New ar Sereet E.c.4 


POE 
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How To Make Small Firms’ 


You will find at 54 Fetter Lane, London, £.c.4 Advertising £ Work Harder 


By CLAUD WYATT 


Ranging over a wide field of advertising subjects in 

a recent address to the Advertising Club of Oxford, 

Mr. Wyatt concentrated on giving advice to the small 

advertiser on how to make his money work harder. 

He gave numerous practical hints on both the 

mechanical and the creative aspects of advertising. 
Here is an extract from his talk. 


Tt is a good thing from time 
to time to ask ourselves 
whilst we are ever 


| ready to tell other people that 


| that many of us 


, on the day this 


they are in a rut, it can be true 
are in ruts 
ourselves. 


I am going to draw attention 
to one or two things which 
appeal primarily to the small 
advertiser, simply because in the 
matter of waste, the large adver- 
tiser has a larger appropriation 
with which he is able to absorb 
waste much more easily than a 
small one. In fact, the smaller 
the advertiser the more important 
it is to see to it that every single 
pound is made to work. 


COPY 
When a series of advertise- 
ments is being prepared, we 


devote hours to their writing and 
design, and everybody shows an 
intense interest in it. Arguments 
are marshalled. this is added, that 
is taken away. During this pro- 
cess, we must never forget that 
advertisement 


| finally competes for attention, it 


will need to be understood by a 


| complete and utter stranger, who 
| is probably impatient, suspicious, 


intolerant, perhaps feverish, or 


' even maggoty headed. 


For very good reasons adver- 
ltisements are often prepared in 
series. But they are not read in 
series. So these ads, must deliber- 
ately repeat many of the same 
sales arguments 

Finally, on the message itself, 
it is important to be absolutely 
specific in the opening gambit, 
the headline. 


PRODUCTION AND 
ARTWORK 


How can we economise in time 
and effort with artwork? There 
are, in fact, quite a number of 
ways most of which concern 
either the techniques of drawing, 
or the techniques of production. 

For example, a scraper board 
drawing can be made from a 
wash drawing, which is consider- 
ably cheaper, particularly if you 
already possess a suitable wash 


| drawing. 


Another example might be in 
the making of a fine line drawing 
of say an electric kettle. A great 
deal of time and money can be 


saved by the use of a photograph 
base. The necessary line work 
is done on a_ photoprint—the 
shape is already there, of course 
and the print subsequently 
bleached out leaving the line 
work, This entails using water- 
proof ink. 

The third way of economising, 
and really quite a useful way, is 
for the advertiser and his agent 
to make up their minds what they 
want before they go to artists or 
studios. It staggers me to see 
how devoid of ideas and design 
many people are until you show 
them something. This then fires 
their imagination, the whole thing 
is turned upside down, and bits 
and pieces put in here and there, 
often without any logical reason. 

The artist must be given precise 
instructions, and an adequate 
briefing, so that you get what you 
want. Alternatively, brief him and 
let him get on with it, and accept 
what he gives you. This pre- 
supposes that you use an experi- 
enced and capable artist, a 
specialist, if possible, in his par- 
ticular line. 

The mechanics of reproduction 
are closely bound up with art- 
work, and jt is essential to ensure, 
before artwork is put in hand the 
purpose for which it will be used. 

Quite substantial economies in 
artwork and blocks can be 
effected by the careful planning 
of an_ advertising schedule, 
enabling advertisements to be 
switched from paper to paper. 
But this is only possible if copy 
and layouts are approved well 
ahead. 


MEDIA 


We are apt to accept what has 
gone before as a pattern for the 
future. Many people could 
rrofitably ask themselves whether 
they select media because they 
have always been used, or 
whether they are selected year by 
year to achieve specific objectives. 
1 do not suggest that whatever 
you are using is wrong, but that 
we should from time to time 
make a re-assessment of media in 
the light of things as they then 
are. This will ensure that media 
selected for a certain job are 
still able to do that job and, in 
addition, that another medium 
has not developed meanwhile, 
which is able to achieve better 
results at possibly less cost. 
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GIANT inspiration for ee = Pu drive 


THE AUTOTYPE COMPANY LIMITED 


: T. he ships a are waiting 


or“ aw. ~ aT 


cel 


BROWNLOW ROAD 


“The ships are waiting”—a more 
forceful appeal could not be made to 
the export worker, and no better 
medium could be used than this 

lutotype giant enlargement, 25 feet 
long. The Austin Motor Company 
displays it as a constant stimulating 
reminder that cannot be missed. 


Just one more exa 7 of an im- 


pressive effect achieved in the factory 
by an Autotype giant photographic 
enlargement. 


Autotype “giants” are also used with, 
striking success in exhibitions, window 
displays and showrooms all over the 
country. 

“Are you interested in giants?” is the title 
of an illustrated folder which goes fully 
into the matter—we shall be pleased to 
send you a copy. 


AUTOTYPE 


OF COURSE 


Most of the really good enlargements are 
made by Autotype 


LONDON W.13 
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FLUORESCENT COLOURS 


ARE REQUIRED 


specify 


Screen and Water Soluble 
Brush types available 


Ideal for Outside and Indoor Display. 


* 


Shade cards, prices, etc., enquire: 


CHEKMIAN SILKS LTD 


POLAND STREET, MANCHESTER, 4 


Phone: Collyhurst 2565 
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48,000 of these display units were produced by automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carrying dummy cartons they fold completely 


7 Another job well done by . . . » 
{COF ADVERTISING . 


46 BROADMEAD - BRISTOL | - TELEPHONE 26817-20460 


EALING 2691-2-3 
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AN APOLOGY and a SUGGESTION 


Will advertisers or their agents who have been 
unable to obtain space recently, or whose 
announcements have 


PLEASE ACCEPT OUR APOLOGIES? 
SINCE NOVEMBER 1950 OVER 20 NEWLY BUILT 
PERMANENT SHOPS (large and small) HAVE BEEN 
OPENED including THE COUNTRY’S ONLY POST- 
WAR DEPARTMENTAL STORE (occupying 35,000 

square feet) in 
THE NEWLY CONSTRUCTED CITY CENTRE OF 


PLYMOUTH 


BRITAIN'S FOREMOST CITY IN RECONSTRUCTION 


Approximately another 30 business premises 
will be completed in the next twelve months. 
To avoid further disappointment and if desirous 
of covering this go-ahead area in 1952 
SPACE SHOULD BE RESERVED WITHOUT DELAY 
in the 


WESTERN INDEPENDENT 


The only SUNDAY newspaper produced in the West 


(Member of the A.B.C.) 


had to be 


RATES AND FULL INFORMATION FROM : 
C._H. CHISLETT, Advertisement Manager 
7 Alton Terrace, North Hill, Plymouth. 
D. L. CLACKSON, 80 Fleet Street, E.C.4. 
ARNOLD ELLIS, Cromford House, Market St., Manchester. Tel. Blackfriars 6987 


omitted 


Tel. 2123/4/5 
Tel. Central 2626 
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Two essentials to ev 
are (1) Rapid reliable service 
features of business upon _ 
built up customer support 
below—Terminus 2691—wher 
attention 


Many concerns f 
Simply supply the a 
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be address 
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“ALL-IN” SERVICE 
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Company handles the job from 


157 FARRINGDON RD. LONDON E.C.I. Telephone Terminus 2691 (4 lines) 


Rathbone/24! 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET w.2. 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
V'CTORIA - S.W.1 - TEL. WK 912-3 


afien 


RENART 
STUDIO LTD 
EALING 3362 
» 444 

7121 
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‘Top Salesmen Will Have 


iversity D , 
University Degrees 
As a finale to “Operation Enterprise”—a scheme under 
which seven members of the National Sales Executives of New 
York have been touring ten European countries telling of 
the latest merchandising methods in the U.S.—members of 


the team addressed-a 
meeting at Victoria Hall, 
Bloomsbury, last Thursday, 
organised by the _ Incor- 
porated Sales Managers’ 
Association. 

“To raise selling to the level of 
a profession,” said Armand 
Gariépy, New York sales con- 
sultant, “we must abandon the 
high-pressure technique. 

“Selling is fundamentally just 
explaining, and in high-level sell- 
ing the buyer gains more 
than the saiesman does. The 
well-trained salesmen these days 
listets more than he _ talks; 
fast-talking tricks are only 
a substitute for sound train- 
ing, not a part of it. And sound 
training has become a ‘must’, be- 
cause in the near future top 
companies will be hiring sales- 
men with university degrees.” 

Moral of an address by 
William P. Swartz, jnr., president 
of William P. Swartz, jnr. & Co., 
of Virginia, was that it was worth 
while for salesmen to persevere 
with the little accounts because 
they frequently led to the big 
ones. 

“We want our salesmen to 
grade themselves according to the 
number of sales they make each 
day rather than according to the 
size of the sale,” he said. “It 
keeps the salesman on his toes if 
he is constantly making sales 
rather than devoting his time to 
swinging large orders.” 

Elmer Krueger, leader of the 
mission and president of the 
Paper Art Company of Indian- 
apolis, observed that in Europe 
there seemed to be a lot of stress 
laid on advertising. “I am not.” 
he emphasised, “saying anything 
against advertising—we all need 
it. In our case, however, we would 
leave advertising until last. First 
we convince the retailers of the 
value of our product by personal 
contact and we plan the distribu- 
tion, Whén the dealers are sure 
to have the goods and know how 
to sell them. then we start our 
advertising.” 


£52,526 Gifts To 


Printers’ Fund 


A total of £52.526 in contribu- 
tions, the fifth highest figure in their 
124 years’ history, was announced 
at the anniversary festival dinner 
of the Printers’ Pension, Almshouse 
and Orphan Asylum Corporation. 
This compared with £42,602 in 1950. 
_ Proposing a toast to the “con- 
tinued prosperity of the corpora- 
tion,’ Geoffrey L. Tillotson, presi- 
dent, said the corporation under- 
took a social service of which the 
trade could well be proud. More 
than 2,500 people were receiving 
benefit, including about 50 orphans. 
Altogether, £65,000 was distributed 
annually. 


T.V. ALLEY AT 
EXHIBITION 


A miniature T.V. Alley with 18 
television sets in action was, for the 
fourth year in succession, a popular 
feature of the North London radio 
and television exhibition held at 
Hornsey Towff Hall last week by 
John Trapp Ltd. 

During the four days that the 
exhibition ran a veteran car—a 1913 
French Unic—toured the district 
carrying posters and publicity 
material. Other publicity included 
half-page advertisements in 13 
North London papers. These were 
— by Reid Walker Advertising 

td. 


Ten radio manufacturers were 
represented, besides Hoover Ltd. 
and Bendix Home Appliances Ltd. 
The stands and display material 
were supplied by the exhibitors. 


Sayer Medal For 
Outdoor Ad. Men 


At a luncheon to be held on 
December 12 at the Dorchester 
Hotei, the Sayer Memorial Medal 
will be presented to George T. 
Mills. chairman of the Outdoor 
Advertising Advisory Committee, 
and G. S. Campbell, one of the 
committee’s principal spokesmen. 

The awards have been made by 
the Council of the Master Sign 
Makers’ Association in apprecia- 
tion of the services the recipients, 
and the Advisory Committee, 
have given to the industry. 

Previously confined to mem- 
bers of the Association, the medal 
was instituted in 1930 as a 
memorial to F. G. Sayer. 

All sections of advertising will 
be represented at the luncheon, 
and guests wil include Lord 
Silkin. former Minister of Town 
and Country Planning. Anyone 
wishing to attend can obtain 
tickets from P. E. Hall, secretary 
of the Master Sign Makers. 


Readers’ Apathy 
On Press Problems 


Innuendoes that advertising con- 
stituted a threat to the freedom and 
integrity of the Press had been so 
well demolished by, among others, 
the Royal Commission, that the 
point did not require labouring, 
Eric M. Clayson, president, News- 
paper Society, told the Manchester 
District of the Institute of 
Journalists. 

Mr. Clayson went on to 
deprecate sensational and frivolous 
journalism in these terms: 

“If we are honest with ourselves 
we must admit that many readers 
are not alive to the importance of 
a free Press, are apathetic in regard 
to our newsprint difficulties, and 
have tended to lose their respect for 
the Press. Criticism by our readers 
does not matter—we can answer it; 
indifference would be fatal.” 
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Brilliance 
which | Use this Unique New Aid 


compels to Personal Efficiency 
attention It is a PROVED Saver of Time and Worry 


This entirely new Shaw Week-to-View Desk Diary and 
Since 1766, Reeves have Memo Book is (1) an automatic secretary that will rid 
studied the needs of your mind of the bother of remembering appointments 
artists, and by avoiding and countless other matters throughout 1952, (2) a 
the use of inferior sub- reference Book of essential facts, figures and lightning 
stitutes have main- calculation tables. 


— = eS You know how convenient it is morning you just open your 
their colours at a hig when planning your engagements Diary to the current date and 
level. With Reeves’ and laying out your work. to have there you will sce clearly at 
Designers’ Colours you the whole week's reminders before a glance all your appointments, 
can sive your work that you , in the Shaw WEEK-TO- notes and reminders for the 
give yo ’ VIEW-DESK DIARY your cur- day and the entire week. Notes 
extra brilliance so vital rent week's notes are always for future attention will always 
to attractive designs. po Pa that you can be brought to your notice on 
i your day's or week's the right dates, and referenc 
Testthemfor yourselfnow! work accordingly. When you can always te’ mede to past 
arrive at your office in the 


Select your colours from Chart 
No. 26, post free on request from 
Reeves & Sons, 13 Charing Cross 

London, W.C.2, or 178 
Kensington High Street, London, 


Seateepeeitte 


mT. mene eh maT cet 


Simple but remarkably Effective 


There are 104 pages, size 8} in and date printed boldly on it, and 
by 5+ in., in the Diary Section— ruled up for engagements by hours 
two for cach week of the year—so and half-hours; also there is ample 
that they always open up Ww a blank space for cach day's re- 
complete week and, with the minders and jottings. Thus, clearly 
patent Wire-O binding ¢ abso- laid out before you, are the daily 
lutely flat on your desk Every sections for the entire week. Along 
double page is divided into six the bottom of cach double page is 
daily sections, each with the day a complete calendar for the year 


An Enquire-Within of Daily Needed Facts and Figures 

give The Enquire-Within Section data. The Shaw WEEK-TO-VIEW 

gives you Abbreviations, import- DESK DIARY AND MEMO 

amt Dates, Statistics of United BOOK is supplied in two bindings: 

PE RFECTION Kingdom Population, Time-sav ng (1) black board, handsomely gold- 

in design and Ready Reckoner, Interest Tables, blocked; (2) de luxe model in 

fe and scores of other uscful facts and genuine rexine bound like a book. 
ines = SECURE IT FOR YOUR OWN USE AND BENEFIT 
ata BEFORE THE SUPPLY FOR 1952 IS EXHAUSTED 
The Shaw WEEK-TO-VIEW DESK DIARY AND MEMO BOOK 
4 4 cannot go wrong or get out of order and is absolutely automatic. It 
LOWER ‘ will save you time and worry at every point of your day's work through- 
h , a | out the entire year. So secure it for your own use and bene@t, and 


gince eas 0 the decks of ench of your quater 6: oc8— you will fing 
it an excellent investment, 


Post the coupon now while supplies are 
still available. 


Se ee OS ee 


Fill in and Post this Coupon NOW 
SHAW’S EFFICIENCY DEVICES, 
180 Fleet Street, London, E.C.4, 
Please send me copy/ies of the 1952 Shaw WEEK- 


TO-VIEW DESK DIARY at 5s. 4d. each, including tax and 
postage, and invoice on despatch 


AND/OR 
Please send me... copy ies of the De Luxe model in genuine 


Rexine binding at 15s. 4d. each, including tax and postage, and 
invoice on despatch. 


Ainerusn 
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Ask your dealer for full details or write tox | 
THE AEROGRAPH CO.LTD. Lower Syvennam, 


LONDON, S.E.26.4W2 AT B/AMINGHAM - BRISTOL - GLASGOW - MANCHESTER ; rae 


Coe oe @ oo ow & oe @ 6's oo oo ow o 


For quantities write for special quotations. 
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RICE of steaks in the U.S. 

is higher than ever—but 
they overlap the plate by two 
inches instead of only one! 

This is what Brian McCabe, 
managing director of Foote, Cone 
and Belding, 
told me on 
his return @ 
from a four & 
weeks’ visit j 
to the States @ 
after 18 
months’ ab- 3 
sence, He & 
found every- § 
body remark- 
ably pro- 
British and 
ent husiastic 
a ©} 628 
Churchill's 
victory. For 
three consecu- 
tive days the 
New York 
papers devoted their banner head- 
lines :o the election and to Princess 
Elizabeth; and, mirabile dictu, dur- 
ing his ten days in Chicago, Col. 
McCormick's Chicago Tribune did 
not make a single anti-British com- 
ment! 

Mr. McCabe found that, with 
certain notable exceptions, the 
average American T.V. programme 
is not as good as the B.B.C. 

And he also thinks that, the size 
of U.S. newspapers being what+they 
are, the effectiveness of newspaper 
advertising here must be incom- 
parably greater than in America. 

* 7 a 
ACHIEVEMENTS OF Reginald 

-zzant range from inventing an 
electric indicator for darts tourna- 
ments to building up the largest 
newspaper circulation in the world. 


Brian McCabe 
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ainly Perdsonal— 


It is from the latter activity—circu- 
lation director of the News of the 
World—that he will be resigning at 
the end of the year. Before that 
happens he will be honoured by a 
luncheon in recognition of his 23 
years a of the Sunday 
newspapers circulation managers 
committee. This is, I understand, 
the longest chairmanship in the 
Newspaper Proprietors’ Association. 
He is also deputy chairman of the 
N.P.A’s unsold newspapers com- 
mittee. 

Fellow of the Royal Geographical 
Society; member of the Institute of 
Transport; of the Court of Assis- 
tants of the Worshipful Company 
of Carmen; of the Press, City 
Livery, and Constitutional Clubs; 
and of the 
Waste Paper 
Recovery 
Liaison Com- 
mittee (he 


1s t 
W.P.R.A. ’ § 
Kent  direc- 


tor) — these 
indicate 
something of 
the variety 
of his in- 
terests, ~- 
As an in- 
ventor he de- 
vised a multi- 
graph casting 
machine now 
in use by 
the News of the World. He is the 
author of Newspaper Carriage 


Reginald Bezzant 


PVELIBHED MONTHLY 


advertising. 


medium” 


A leading National Advertiser with 
a keen sense of values writes: 


“We have advertised in Racing Review and we 
have been quite satisfied with the results from such 
Immediately opportunity offers we 
avail ourselves of Racing Review as an advertising 


A 


Our National network brings to you the titled and 
sporting families of the Kingdom and Commonwealth. 


THIS IS YOUR MARKET 


Robert A. Yeomans 


(Advertisement Manager) 


Racing Review, 32 Park Lane, London, W.1 
Tel: Regent 7627 


and Parcels Traffic on British Rail- 
ways—the only textbook on its sub- 
ject; he has delivered hundreds of 
lectures on newspaper production ; 
and he is the co-author of a book, 
Promise of Ezekiel’s City, which is 
to appear shortly and on which he 
has been engaged for 19 years. 

It is odd to think that from the 
lordly height of the News of the 
World circulation, he is able to 
look back on the days when he and 
others had to fight for Sunday 
readership in the teeth of antiquated 
“illegal Sunday trading” laws. 


* * * 


WITH MANY people an apprecia- 
tion of fine print leads to an interest 
in calligraphy. I was much inter- 
ested to learn from Mrs. Beatrice 
Warde vege oy ody publicity man- 
ager) that with her it was the other 
way round. Her interest in calli- 
graphy dates from the days when 
she was at the Horace Mann school 
in New York and assistant librarian 
at the American Type Founders’ 
great typographical library. She 
disclaims any “pioneering” role but 
modestly says that she was able to 
act, to some extent, as a channel for 
the inspiration of Stanley Morison. 

An example of her beautiful 
handwriting is reproduced in 
Aubrey West's new book, Written 
By Hand (Allen & Unwin, 7s. 6d.). 
With her sentiments I couldn't 
agree more: 

“If trying to write a pleasant 
script is ‘showing off,” then the 
same can be said of trying to speak 
in public as pleasantly and intelli- 
gibly as _ possible, instead 
mumbling or howling in a frenzy 
of ‘self expression.’ | do hate hand- 
writing that ‘reveals an interesting 
personality’ without fully revealing 
what the writer was trying to say!” 


* * * 


A “PRACTICE what you preach” 
policy has certainly done no harm 
to the Manchester agency, A. H. 
Knowles Ltd. Founded in 1943, it 
has practically doubled its turnover 
every year since 1946. Such is its 
clients’ faith in its work that it is 
not uncommon for full-page colour 
advertisements to appear in print 
without clients having approved 
them. 

As a member of the advertising 
advisory nel at the Regiona 
College of Art, Mr. Knowles ha; 
consistently preached the gospel of 
good design in advertising, and has 
taken care to gather the right 
re round him. One of them 
is A. S. Buckley. A qualified archi- 
tect, he created t exhibition 
department which was responsible 
for nine stands in the textile section 
at the iast B.I.F. Exhibition. Inci- 
dentally, the agency’s offices are an 
excellent example of pleasing 
modernity. 

Eighteen months ago, the agency 
formed its own Press department 
under Hilary Winant, the niece of 
the late John Winant, formerly 
American ambassador. Having lived 
for several years in the States, she 

Ss a useful background to 
American ideas in advertising. 


* © * 


ADVERTISING managers on loco- 
motive footplates are probably al- 


NovemBer 29, 1951 


Much at steak in 

U.S. :Inventor, author, - 

and circulation king: 
“Self-expression” Of —_—_—— 
legibility?: Agency 

doubles turnover 

yearly: Ad. man on 

loco. footplate. 


By CONTACT 


most as rare as engine drivers in 
publicity offices. But that the former 
state of affairs does sometimes hap- 

n let the accompanying picture 

ar witness. Middle figure is Frank 
Jeffery (advertising manager of 
Murphy Radio) who, in an article 
in the November Murphy News, 
vividly describes his experiences on 
the footplate of “The 4.5 out of 
Manchester.” 

Mr. Jeffery is rightly proud of 
having persuaded the Railway 


Executive to accord him this very 


tare privilege. But it is not his 
only connection with locos. The 
model engineering section of the 
Murphy Radio Sports Club has 
an eighth-scale model of a Western 
Region “Hall” loco built by a 
colleague. At local fétes, sports 

ys, and orphanages, some thou- 
sands of children are hauled by it 
every year. “I enjoy driving this 
as much as the children do the 
riding,” he tells me. 

Only, on these occasions, instead 
of standing inside the driver's cabin, 
he sits astride the tender. 


WEEKS WISECRACK 


A 


“I wonder if we were wise 
in taking a new client to 
a show with the title ‘Zip 
Goes a Million’ ?” 
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PHOTOPLAY 
save a bonus 
throughout 1951 


IN JANUARY this year the rate was £75 per page on a sale of 
100,000 copies per month—i.e. 15/- per page per thousand copies 
sold. Sales have risen every month despite an increase in price to 
1/3d. in July. 


IN FEBRUARY 1952 the rate will be £100 per page on a 
sale of 170,000. 


AT 11/9d. PER PAGE PER THOUSAN 


PHOTOPLAY is a first class buy among well produced monthly 
magazines. 


Its readers (six to each copy) are enthusiasts who never miss an issue. 


PHOTOPLAY 


1/3d. MONTHLY 


BRITAIN’S BRIGHTEST AND MOST INTIMATE FILM MAGAZINE 
An Argus Press Publication ¢ 8-10 Temple Avenue E.C.4 © Central 3514 


MEMBER OF THE A.8.C. 
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We Hear— 


THAT at the annual dinner of the 
Advertising Association, Sir Miles 
Thomas, president mentioned that 
Reginald Harris (chairman, 
Reginald Harris Publications Ltd.) 
was that day celebrating his 54th 
year in Fleet Street. 

* 7 * 
THAT Portrait of Ireland, 
contains studies of leading 
personalities, has been  photo- 
graphed and written by Adolf 
Morath, a member of the Publicity 
Club of London. It is published 
by Max Parrish (30s.). 

* * * 
THAT Laurence Pomeroy, technical 
editor of The Motor, gave an 
address to the members of the 
Manchester Motor Trades Club on 
Monday, reviewing the European 
Motor Shows, and 

* * 


which 
Irish 


. 
THAT many industrialists 
attended a cocktail party at the 
Midland Hotel in the evening as 
guests of Roland E. Dangerfield, 
chairman and managing director of 
Temple Press Ltd. 

aa * 


present 


* 
THAT a new membership list has 
been issued by the Publicity Club of 
Glasgow as an aid towards the 
idenufication of fellow-members 
Past-president, Robert Wyle (Aird 
& Coghill Ltd), provided the list. 

- * * 


THAT the value of advertising at 
agricultural shows was emphasised 
at a meeting of Notts _County 


Council, when, despite protests, it 
was decided to spend £1,000 on an 
educational exhibition at next year’s 
Bath —“, West Show. 


THAT w. S. Celie Lid, darts 
team, captained by Fred Folkerd, 
beat Studio Briggs 2—1 in a return 
match, 

* 


* * 
THAT the Robert Freeman Co., 
Ltd.. darts team beat Printing & 
Display Ltd. 2—1 at the Punch 
Bowl, Farm Street, last week. 

* ¢ * ~*~ 


THAT R. C. Liebman has been 
appointed public relations officer to 
Farm Facilities Ltd., makers of the 
Gunsmith light tractor. 

* ~~ 


* 
THAT first prize in a fancy dress 
competition at the annual ball of 
John Banner Lid., outfitters of 
Sheffield, was won by an assistant 
attired as the Drapers’ Record. Her 
dress consisted of cut-outs from its 
advertisements and fashion pages. 
” ~ * 


THAT a meeting is being arranged 

by Gourock town council to con- 

sider a joint publicity scheme for 

the Clyde area. 
* 


THAT the principal guest and 
speaker at the annual dinner of 
the Institute of Public Relations to 
be held at 96 Piccadilly on January 
18, will be Sir Walter Monckton, 
Minister of Labour and National 
Service. 


* 


Three-dimensional 
display for Plaza 4) 


Stockings in 
Pytram K a, 
Rubber 


Compound. 

Six inches high. 

A typical example of the sort of 
sales - appealing display 
achieved by Pytram. 

If you have not yet seen a copy 
of the Pytram folder about Adver- 
tising Models, Phone Malden 3225 
without delay 


easily 


whe for ‘live’ publicity 
Pra 


PYTRAM LIMITED, DUNBAR ROAD, NEW MALDEN, SURREY | 


Leonard J. Saw receiving congratulations at his silver wedding party at 
the Hyde Park Hotel from two of his fellow rage G. Med 


managing director of Hunt Barnard and Co., Ltd., 
partner in Astral Arts Group Limited. 


and W. Warner, his 


THAT George Grigs, art director of 
Wilfrid Tisbury & Co., Litd., was 
once again Major Browning's 
“crew” on the latter’s 1900 New 
Orlean in the R.A.C. Veteran Car 
Run to Brighton. 

- * * 


THAT many congratulations have 
been received by the Liverpool Daily 
Post and Echo on its use of V. H. F. 
telecommunication, a photograph of 
the destroyers’ rendezvous with the 
liner bringing Princess Elizabeth 
home from Canada being trans- 
mitted from ‘plane to shore. 

. . * 
THAT H. Berkeley Hollyer, Tor- 
quay’s publicity officer told a local 
club that “newspaper advertising is 
undoubtedly the most effective 
medium of publicity.” 

* * * 
THAT Walter Talun, the 23-stone, 
6 ft. 6 in. wrestler, is being flown 
to this country from the States to 
—S the new 20th Century-Fox 
film, “David and Bathsheba.’ 


No Unemployment 
In Advertising 


There is virtually no unemploy- 
ment in advertising at the moment 
according to H. Q. Faichney, secre- 
tary and manager of the Advert's- 
ing Appointments Bureau, which 
has now been established for nearly 
three years. 

Most of the Bureau's placings 
have been people who were looking 
for better jobs. 

As the Bureau has established it- 
self the proportion of applicants 
placed has steadily increased. The 
proportion placed in the twelve 
months to December 1950 was 1 
to 4-85, while in the nine months 
, oe 1951 this had become 

in 3-9, 


DAY-GLO SCORES 


Yellow Day-Glo strips were placed 
as gu des behind the goal-mouth for 
the Arsenal-Bolton Wanderers game 
at Highbury on Saturday. The idea 
was conceived by P. A. Connolly, 
managing director, Metropolitan 
Publicity Ltd., who carried out the 
work. 

Reports in the Sunday papers 
spoke of the great success of the 
colour and the help to the players 
in the gloomy light. 

Metropolitan Publicity have als» 
been conducting important experi- 
ments for the Air Ministry on train- 
ing equipment. 


THAT the printed invitation card, 
place card, menu and programme 
for Birmingham and District Master 
Printers and Allied Traders’ Asso- 
ciation meeting at the Botanical 
Gardens, Edgbaston, were designed 
by Leonard Harvey, of Hopkins & 
Bailey Ltd., Birmingham, winner of 
the silver medal in the last B.F.M.P. 
layout competition 


ADVERTISING 
DIARY 


Friday, November 30. 

INSTITUTE OF PuBLIC RELATIONS 
annual conference. Caxton Hall, 
10.30 a.m 

Pusticiry CLus oF Gtascow. 
Speaker: Dr. George McLeod. 
Grosvenor Restaurant. 

Monday. 3. 

Pusticiry Cius or Lonpon. 
Discussion on “Measuring the 
resul’s of advertising.” Waldorf 
Hotel. 6 p.m 

Pustictry Civsp or _ LEeEps 
Films provided by Aims of 
indusry Ltd. Powolnys Restaurant. 

p.m. 


4. 
Bucks Pusticrry 
rational lecture. Oasis 

Cafe. Reading. 

ECENT ADVERTISING Crus. 
3 o Nickalls on “Applied 
Psycholoey."" Educa‘ional lecture. 
BIRMINGHAM PueLictTry Assocta- 
TION Godfrey Davies on “The 
planning and production 
16mm. public'ty film.’ 


— 


appl cations of market 
Roval Hotel, Slouch. 7.30 om 

Pusticity Ciurn oF _ Leeps. 
Visit to Rowntree & Co. Lid, 
cocoa works at York, 

INCORPORATED Sates 
ASSO-TATION 'uncheo” 
Wakeficld on “IS 
Parliament.” Connaught 
lpm 
Thorsday, 6. 

Punticrry Ciurn or WOoLver- 
HAMPTON joint soc'al with BremIno- 
FAM = PreererrTy ASSOCIATION (at 
Birmingham). 

INSTITUTE oF 
{Southern Area). 
Waldorf Hotel. 
Friday. December 7. 

Puriciry nas or Gtascow 
Sneaker: Sir John Duncannon 
12.55 p.m 
Monday, December 18. 

Betsto. aNd West PuBLictry 
Cuun. | Beatrice Warde on “Typo- 
graphy.” 

Teceder, B December 11. 

Rev ADVERTISING 
GS n Wells) on parcenedhr 
for reproduction.” Educational 
lecture. 

Wedneday, December 12. 
Pusiciry Civus or GLascow 
junior sec*ion Rowan’s Smoke- 
room. 7.30 p.m. 


MANacers’ 


Rooms 


PACKAGING 
“Open Forum.” 
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re SURVEY OF MARKETS AND MEDIA 


| ST Ee TS ee 


Sweden's 7,000,000 buy more from 
the U.K. than from any other 
foreign country 


The considerable number of exporters, who advertise 
their goods in Sweden, take space in Sweden's largest 
and most influential paper, the seven-day-a-week 
Dagens Nyheter. They do it because 


@ DAGENS NYHETER covers all Sweden. 


@ DAGENS NYHETER has a net paid circulation 
exceeding 260,000 on weekdays 
300,000 on Sundays. 
@® DAGENS NYHETER reaches a very prosperous 
market. 35°. of readers earn more 


than £700 p.a. 36°. of readers earn 
£400—£700 p.a. 


@ DAGENS NYHETER gives maximum coverage at 
lowest cost. 


@ DAGENS NYHETER carries more display and 
classified advertising than any other 
Swedish newspaper. 


@ DAGENS NYHETER prints advertisements in 
four colours. 


‘ 
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It pays to use— 


DAGENS NYHETER 


SWEDEN’S LARGEST AND MOST INFLUENTIAL DAILY 


LONDON OFFICE 
FRANK L. CRANE 


69 FLEET STREET - LONDON «- €E.C.4 : TELEPHONE: CENTRAL 2811 
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advertising 


market research 


sales promotion 


press cutting 


Write for the booklet we are preparing 


can offer. We will send as soon as it is off the presses 


It tells vou about our organization and the services we 
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In appreciation of quality. the British and Swedish peoples meet 

on common ground. But if you have a product for the Swedish market, 
why not let us help vou to advertise it... right from the start? 

\ good product deserves that final touch to its advertising — and keying 
to local taste — that a first-class ageney can give it. 

The experience and capacity we ean offer is a guarantee that your 
interests will be well looked after. And it makes no difference to us 


whether we work for vou direct, or through your advertising ageney. 


A complete advertising service 


AB SVENSKA TELEGRAMBYRAN 
Advertising Agency 


Established 1867 
Aut! zed by the Swedish Newspaper Publishers’ Association 
Head office tockholm Branch offices: Gothenburg, Malmo, Halsing 


Swedish component of Triangle, The Scandinavian Advertising Pocl 


Qe a ee nea 
. ei : , z i . } . 4 : Mere | eae : 
| — ' “ie * 
uy =" 
a 
ie a ; r 
2 seks a4 
an 03 ~~ 4 
NS 
: 2 market ig 
a A i % i 
er 
— 
be — fe) al 
| t al ii li ee 
* hey or high-quality advertising a 
: a> T | 
= J a stOcKnHOum s 4 sf ‘ 
| ~ ie ~ Tor high-quality products | 
e — 
* — 2 iN gg 
oe a be 
se Bab A ; 
a: ee RA , 
gt : o 
iss ; 
- 
2 x | 
tie 
ite 
s 
F = -- 
ae yV Z ' 
ae ee 3 
ae eae | 
pies 
4 es | 
= ; 
a 
a 
a NS | = ns 
7 ie ’ 
a in 
pene is ERR SD, - 
eee : E: 5 ee Pe “ 
4 Sat 
eee 
CA bee: 


NOVEMBER 29, 1951 


THE OFFICIAL ORGAN OF THE 


INDUSTRLIA, as the official organ of the 
Swedish Employers’ Confederation, influ- 
ences men who, for the most part, are 
industrialists, and who control the purse- 
strings. The Confederation is mostly con- 
cerned with the promotion of the common 
interests of employers, including the nego- 
tiation and interpretation of collective 
contracts made with the Trade Unions. 


It is sound and economical salesmanship 
to use INDUSTRIA as a key advertising 
medium. It is sound because your message 
gets into the hands of the right people, and 
economical because there is no waste cir- 
culation. 

Established in 1905, INDUSTRIA is the 
authoritative voice of free enterprise in 
Sweden. It presents and discusses current 
and important trends, ideas and problems. 

THE NETT PAID CIRCULATION 
OF INDUSTRIA IS 32,000 MONTHLY, 
at about two shillings per copy. Each issue 
exceeds 100 pages. The foremost writers, 


INDUSTAIA 


The National Magazine 
for 
Swedish Executives 


SWEDISH EMPLOYERS’ CONFEDERATION 


artists and photographers combine in the 
production of an excellently produced, 
informative and authentic journal. The 
following products and services are regularly 
advertised : 


Machinery Electrical Equipment — 
Precision Instruments — Steel — Pulp 
and Paper Cement — Oil — Office 
Equipment Port Facilities — Trans- 
portation (Freight and Passenger, 
Land, Sea and Air)—Banking—Insur- 
-ance—Exhibitions (National and Inter- 
national)—Daily Newspapers—Adver- 
tising Agencies, etc. etc. 


If you consider that INDUSTRIA holds 
advertising possibilities for you, please 
write for specimen copy, advertising rates 
and any further information which may be 
required, to 


ROBT. J. SMYTH 


34-40 LUDGATE HILL, LONDON, E.C.4 
CITY 2784 


INDUSTRIA 


THE BEST ADVERTISING ANSWER 


THE “FINAL DECISION” MARKET 
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For more than 50 years 
there is more national advertising 


in 


SVENSKA DAGBLADET 


than in any other Swedish paper 


* A TS-investigation (1951) gives the reason for this 
dominating position held by Svenska Dagbladet 
—Svenska Dagbladet’s exceptionally good cover- 


age of the income groups upwards of Sw. Kr. 
12,000 a year. 


Here are some figures from the investigation : 


(Sw. Kr. 14.47=£1) 


Stockholm Newspaper District Whole Country 


Income Group = | : 
Sw. Kr Total No. of No. of Percentage of Sv.D. Total No. of No. of | Percentage of Sv.D. 
ee y income-receivers in income-receivers eg | income-receivers in income-receivers 
ei Sv.D.-bousebolds of the total No. ae Sv.D.-bousebolds | of the total No. 
12,000 and more 63,795 20,564 32-25%, 172,493 43,491 25-21% 
20,000--49,999 16,112 9,317 57-8% 42,789 18,601 43-5 ° 
$0,000 and more 2,439 1,519 622 % 5,658 3,066 54:2 % 
Each Sv. D. copy represents an average income of 13,900 
Sw.Kr. (£960) a year per working member of household. 
The yearly total income of the Sv. D. households is 14 7 
milliard Sw. Kr. 
* I'S—AB Tidningsstatistik— 
IS an enterprise Owned by ° ° °° 2 
PRN aOR When planning your national advertising in Sweden, 
paper Pubisncrs 
Association of Sweden with it pays first of all to choose 
the exclusive aim of making 
investigations into the cir . V ENS K A D A GB | ADE | 
culation of papers and the 


composition of their reader 


ship 


STOCKHOLM 


U.K. REPRESENTATIVES :— 


Joshua B. Powers Ltd., 14 Cockspur Street, London, S.W.1. Telephone WHitehall 3366 
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In a message to “ADVERTISER’S WEEKLY,” 
SVEN A. HANSSON, president of the 
Swedish Advertising Association, says :— 


‘Sweden is doing most of her 


business with Britain’ 


NE of the speakers at the 

International Advertising Con- 
ference held in London this 
summer (may I say, with impres- 
sive magnificence) made a point 
which seems worth re-emphasis- 
ing where inter-European rela- 
tions are concerned. 

“The greatest service advertis- 
ing could render international 
trade,” he said, “undoubtedly 
lies in promoting the sales to 
other countries of the goods 
and services any country is 
peculiarly fitted to offer.” 
Such a thought is clearly in line 

with current efforts to bring 
about a closer integration of the 
Western European countries’ 
economies, and thus improve the 


HEN looking for the right 
distributor or advertising 
agent in Sweden one should 
follow much the same lines as 
when one is seeking a good 
distributor in the United States. 
The task may be divided into 
two stages: the first comprises 
the work which can be done in 
the exporter’s own country, in 
this case Great Britain; the 
second stage consists of the 
work which the exporter must do 
personally in Sweden. 

STAGE 1: If the country to 
which the goods are to be sent 
is not already known, the ex- 
porting firm, before sending a 
man out, should collect material 
and form a general impression of 
the market. Then, when the ex- 


standard of living for all of us. 
Since the war we have all seen 
too many attempts to produce 
within our respective countries 
things which are better imported 
—and we have found it expen- 
sive. Happily, though, trade is 
beginning to flow more normally 
across national borders again. 
Trade between Britain and 
Sweden provides a good example. 
Sweden is once again doing in- 
comparably more business with 
Britain than with any other 
country—and in the goods which 
are natural for both our countries 
to produce. You take our pulp, 
timber and iron ore; we take your 
textiles, machinery and motor 
cars. And you, of course, have 


plenty to tell us about in adver- 
tising. 

There are limitations on trade, 
though, and every advertising 
shilling has to be spent wisely. 
Obviously the alert advertising 
manager will want, if possible, to 
come and inspect the market for 
himself. But if personal travel is 
not in the immediate picture, 
other ways of obtaining the 
necessary perspective must be 
found. One has one’s trade 
Press, for instance—and special 
issues such as this show what an 
excellent medium that can be. 

From this Supplement, British 
advertisers will be. able to get 
some idea of current advertising 
standards in Sweden. 1 might 


that it enjoys reader confi- 
dence. Also, the information 
available on the circulations and 
distribution of newspapers and 
periodicals is outstandingly 
detailed. 

Armed with information such 
as he will find here, the adver- | 
tiser can attack the problem of 
marketing his own or his 


such mutually beneficial ventures 
—now and in future. 


How to choose an agent to make 
the most of the market 


porter himself goes out to 
Sweden, he will be in a better 
position to have proper talks 
with possible distributors and 
advertising agents. 

If the British exporter has 
formed in advance a general idea 
of the market, he will be more 
easily able to put pointed and 
sensible questions, and will not 
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Bertil Neuman, of Lindberg and Neuman, 
Stockholm sales and marketing consult- 
ants, says insufficient attention is too 
often paid to problems of distribution, yet 
successful exporting to Sweden depends 
not only on the article, its quality and 
price, but to a great extent on the choice 
of distributor. The writer gives these tips: 
Do not be dazed by the sight of one big 
order; avoid the distributor who ‘‘ just 


collects agencies;’’ 


choose the man 


prepared to do a solid job. 


tee eeeeeeee PPP Perry 


by BERTIL NEUMAN, 


Executive Secretary, Sales Executives 
Group of Sweden. 


have to r.ccept blindly whatever 
the distributor tells him. He will 
also earn respect for his know- 
ledge of the market. 

Preliminary work of this kind 
results in a smaller total cost for 
the exporter, because, if it has 
not been done, he will himself 
be obliged to collect all this 
information on the spot in 
Sweden. This wastes time; and 
indeed the man whom the ex- 
porter sends out to Sweden may 
not be so well equipped for 
collecting basic marketing infor- 
mation as for negotiating with 
potential distributors 

The first problem is to decide 
what information one needs to 
collect in the preliminary stage. 
What ought the general lines of 
the survey to be? Some of the 
main headings for such a report 
are given below. They will, of 


course, need to be varied accord- 
ing to the particular product: 

Importing the product into 
Sweden, and exporting it from 
Sweden. 

Manufacturers in Sweden, 
size of their firms, and quan- 
tities produced. 

Importers of the product. 

Ideas on distribution of the 
article or similar products in 
Sweden. 

Channels of distribution. 

Manufacturers’ sales organ- 
isation. 

Wholesalers’ organisation 
and methods of work. 

Retailers’ methods of work 

System of discounts in 
various branches of distribu- 
tion. 

Publicity media for compet- 
ing products or similar goods. 

Considerations regarding the 
finished product in Sweden: 
materials and packing; quality; 
price. 


Continued on page 16 
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Almost every Swedish family subscribes 
to at least one journal 


by JAN- OTTO MODIG, 


Managing Director, Swedish Newspaper Publishers’ Association. 


HE Swedish Press has made 
extraordinarily rapid pro- 
gress in recent years. The 
newspapers have added more 
and more pages, many of them 
as a result of increased adver- 
tising. Instead of the four or 
eight pages of half a century 
ago, they now carry 20-30. 
However, the number of pages 
has been reduced since World 
War II because of paper ration- 
ing. The newspapers have been 
forced to reduce their newsprint 
consumption about 15 per cent 
In circulation the increase has 
been tremendous. This was par- 
ticularly notable during the war, 
but during the last two years the 
increase has not been so marked 
From 1942 to 1951 the total 
net circulation of papers issued 
at least twice a week rose from 
2,486,900 copies to 3,475,200, an 
increase of about 40 per cent. 


Story Told In 
Figures 


Details of papers appearing 
two or more times a week are 
shown in the table with this 
article. It should be emphasised. 
however, that the papers appear 
ing daily or six times weekly 
dominate overwhelmingly in 
circulation. The table includes 
statistics covering the number of 
papers, their total net circulation, 
and party affiliation; furthermore 
the number of papers and total 
circulation ascribable to each 
political party are reduced to per- 
centages, and, finally, the per- 
centage of voters for the party 
in question at the most recent 


and their | respective number of 
votes in the elections gives inter- 
esting results. In circulation, the 
party papers that may be said to 
represent Conservative and 
Liberal opinions are, on the 
whole, far ahead of the number 
of their adherents among the 
voters. Their share in circula- 
tion is 71 per cent, while their 
percentage of voters is only 34 
per cent. This difference is most 
striking in the case of the 
People’s Party (Liberal): the cir- 
culation of its Press is 49 per 
cent, but its share at the polls 
only 22 per cent. The Social 
Democrats, Communists, and the 
Farmers’ Union, on the other 
hand, have a relatively small 
representation in newspapers and 
their Press is much weaker than 
the number of voters for the 
respective parties would indicate. 

A notable feature in Sweden, 
as in all the Scandinavian 
countries, is the important posi- 
tion held by the Press of the 
capital. The big Stockholm 
papers can be quickly distributed 
throughout the country, and they 
are correctly referred to as 
“national newspapers.” Their 
circulation js about 40 per cent 
of the total, if papers published 
less than six times a week are 
excluded. 

In addition to the newspapers, 
Sweden has, of course, weeklies 
and pictorial magazines, learned 
and professional journals and 
periodicals dealing with industries 
and business in their various 
aspects. The weekly magazine 
organisations are concentrated in 
the biggest cities of Sweden. In 
Stockholm, Ahlén and Akerlund 


Percentage Percentage 
Number of Total of Votes 
Party of Paper Circulation | Sales | 1950 
Conservatives “0 786,100 | 22:6 | 12-2 
Farmers’ Union Is 145,800 | 4-2 ' 12°3 
People’s Party 65 1,689,100 } 48:6 21°8 
Social Democrats a6 608,300 17°5 | 48-7 
Communists : 65,900 | 1-9 | 49 
Others 5 180,300 | 5-2 01 
Total 240 3,475,200 100 | 100 
election. Figures relate to the are publishing 13 weeklies and pic- 


first half of this year. 

The average is one paper for 
every two inhabitants, indicat- 
ing that almost all families 
subscribe to a paper and that 
many buy two or mote. 

A comparison between the 
circulation of the papers affiliated 
with the various political parties 


torial magazines with a total net 
circulation of 1-7 million copies 
(1950). AB Allhem in Malmo is 
publishing Hemmets Veckotid- 
ning, at present the largest weekly 
magazine in Sweden with a net 
circulation of 384,000 copies 
(1950). 

In 1942 the Swedish Press, to- 


gether with the authorised adver- 
tising agencies, staried a_ special 


company “Tidningsstatistik AB.” 
This company resents every 
year different statistical — in- 


formation regarding the circula- 


tion of the newspapers. This 
statistical material is published in 
the so-called “TS-Book” and has 
proved to be extremely valuable 
for the advertising. (TS and its 
work is described on page 10.) 

Of course, there are within the 
Swedish Press various unions and 
Organisations. The three chief 
organisations are The Newspaper 
Publishers Association of Sweden, 
the Union of Swedish Journalists 
and the Publicist Club, the repre- 
sentative body of cultural activi- 
ties in the Swedish Press. 


Daily paper circulation 
is nearly 3; million 


by NILS OSTLIND, 


Ervaco Advertising Agency, Stockholm. 


WEDEN'S daily newspapers 

have a total circulation of 
3,475,200 (certified net sales) 
per working day. There are no 
special Sunday newspapers, 
but there are 22 daily news- 
papers which also appear on 
Sundays. The Sunday circula- 
tion is usually greater than 
that on weekdays. 

The largest daily newspaper is 
the Dagens Nyheter (Liberal). 
With a circulation of 263,242 
per working day, it covers 12 per 
cent of the 2,230,000 households 
in the country. On Sundays the 
circulation is greater by one- 
sixth, and covers 14 per cent ol 
the households. The next largest 
daily newspaper is the Géteborgs- 
Posten (Liberal), with 219,765 
circulation, (All circulation 
figures relate to working days, 
where not otherwise stated.) The 
Stockholms-Tidningen (Liberal) 
and the Svenska Daghladet (Con- 
servative) sell 184.258 and 96.095 
respectively 

The two evening newspapers 
which appear in Stockholm, the 
Aftonbladet (non-party) and the 
Expressen (Liberal) have circula- 
tions of 162.640 and 160,271 
respectively. The largest Social 
Democratic newspapers are the 
Aftontidningen (evening), with 
93.901 copies per issue, the Mor- 
gontidningen, with 51,570, the 
Arbetet of Malmé. with 46.414, 
and the Ny Tid of Gothenburg, 
with 41,018. 

The next largest paper, which 
is issued in Gothenburg on week 
days, is the Gérebores-Tidningen 
(Liberal), with 41,873. This 


paper's Sunday circulation is 
78,819. The Goteborgs- 
Tidningen, an evening paper, is 
also published as a morning 
paper on Sundays, when it has a 
circulation of 124,643. 

The largest newspaper pub- 
lished at Malm6 is the Sydsvenska 
Dagbladet (Conservative), with 
68,795 copies. The largest news- 
paper of the Farmers’ Party is 
the Skanska Dagbladet, This is 
published at Malmé, and has a 
circulation of 47,360. 

Another newspaper covering 
the whole of Sweden, which is of 
importance for advertising, is 
the Gotebores Handels-och 
Sj6fartstidning (Liberal); it has a 
circulation of 40,086. 

The total weekday circulation 
of these 14 large-town newspapers 
is 1,517,288. Of this total, 60° per 
cent are sold in the three news- 
paper districts of Stockholm, 
Gothenburg and Malmé. In ad- 
dition, in these three towns there 
are published 11 smaller daily 
newspapers with a More special- 
ised orientation. 

Of the 215 daily newspapers 
whose distribution gonfined to 
between One and seven newspaper 
districts, there are two whose 
circulation approaches that of the 
smallest among the 14 large-town 
newspapers—the Nya Werm- 
lands-Tidningen, of Karlstad 
(Conservative), with 48,864, and 
the Ostgéta Correspondenten of 
Linképing (Conservative), with 
45,813. 

The Upsala Nya_ Tidning 
(Liberal), the Boras Tidning 
(Conservative), the Nerikes Alle- 


Continued on page 14 
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The poster pillar is a 
common sight in Con- 
tinental countries. 
This Swedish develop- 
ment —a lamp post is 
used —is particularly 
ingenious. 


URING the last few 

decades art for publicity 
purposes has been developed 
in Sweden until it has become 
an important factor in com- 
mercial life. A group of hard- 
working publicity artists have 
raised both the technical and 
the artistic quality of Swedish 
publicity productions, — the 
turnover in which is around 
300 million Swedish crowns. 

In the 1930's French and Swiss 
posters were the chief source of 
inspiration for Swedish publicity 
designers; but to-day the link is 
rather with modern British and 
American work. It was, however, 
found at the international poster 
exhibition in London in_ the 
summer that, in spite of the 
common style, one could speak 
of a special Swedish genre within 
the art of poster design. 

The artist who has perhaps 
contributed more than anybody 
towards producing this result is 
Anders Beckman, both through 
his own work and through the 
school of commercial art which 
he runs. In the course of years 
this school has turned out a large 
number of designers of modern 
outlook, who have won a promi- 
nent place on the Swedish 
market 

A small country necessarily 
has to contend with various 
difficulties over the production of 
posters. The smallness of the 
numbers issued causes the cost 
per unit to be higher. It takes 
time to educate the buyers of 
publicity to pay for quality. 

The Swedish Commercial 
Artists’ Association known as 
SAFFT, which has been in exist- 
ence since 1939, has done much 
towards this end. It has arranged 
exhibitions, lectures and discus- 
sions. Above all, by regulating 
the prices charged, and by putting 
prize competitions for designs on 
to a sound basis, it has contri- 
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Novel outdoor sites give 
well-designed posters 
maximum pulling power 


by) ALF LIEDHOLM 


Sweden is well off for poster sites. 


throughout the country. 


There are 35,000 of them on hoardings and pillars 
The artistically produced poster is accepted as an effective 


advertising medium, and it forms part of any comprehensive campaign. 
4 


the standard 
characterises 


buted to creating 
which at present 
Swedish poster art. 

As regards distribution, 

Sweden is well off in compari- 

son with many other countries. 

In round figures the various 

competing firms have at their 

disposal about 35,000 poster 
sites on pillars and hoardings 
throughout the country. 

A national poster campaign 
covering One series through two 
distributing firms will mean about 
16,000 posters up and down the 
country on pillars and hoardings 
The pillars are completely 
covered with three rings, and the 
hoardings with five to eight 
posters. 

However, the possibilities of 
expanding local poster displays 
are also good. Certain towns own 
all the poster space in their 
localities; other towns, before 
permission is granted for putting 
up poster pillars or hoardings, 


i 


Three examples of poste 


rs designed b 
wedish posters, both th 


require that local “cultural” 
organisations shall be given the 
right of use of poster sites for a 
certain time without payment. 

Stockholm has 400 hoardings 
which are reserved for “cultural” 
propaganda. These are placed at 
right-angles to the footpath on 
both sides of lamp-posts, and the 
use of them may be obtained on 
application. The advertiser need 
pay only for the cost of putting 
up the posters. 

For a long time now the im- 
portance of the poster as an effec- 
tive factor in publicity campaigns 
has been accepted in Sweden, and 
continuous work is going on to 
improve the distribution. Experi- 
ments are being made with both 
illuminated and revolving pillars. 
There have been, and still are, 
difficulties over paper supplies, 
although Sweden produces paper; 
but this has not had any appreci- 
able effect on the output of 
posters. 


aii 
Lat 


miljonerna 


>, 


Unusual subject for posters—a 
calculating machine. The 
designer was Lars Bramberg. 


Anders Beckman who has been setting a fashion for 
igh his own work and through his art school. 
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The 


Cream of the Mass Market 
in Sweden 


If you wish to sell on the Swedish market at 


. oe 


minimum cost and maximum coverage, Det Basta 
ur Reader’s Digest is your ideal choice as an 
advertising medium. 


Det Basta ranks third in circulation and has the 
largest penetration of all Swedish magazines 
among families with an annual income exceeding 
Kr. 8000—(£535). 


260.000 «::. 


Guaranteed Net Paid Circulation 


Det Basta is the only publication in Sweden 
guaranteeing advertisers a certain minimum circu- 
lation. In 1952 this guarantee has been increased 
to 260,000 copies per issue. 


The unusually high reader-interest and the 
prestige of Det Basta combine to make your 
sales message in it specially effective. 


: 


Facts about Det Basta 
1 14°, coverage of all house- 
* holds in cities. 


4 7% coverage of all rural 
households. 

Largest coverage of 
households with annual 
income over Kr. 8000. 


3. 


Largest coverage of 
families with higher 
education. 


A. 


Each issue read by 
roughly 650,000 people of 
which around 270,000 are 
women (42°..) and 380,000 
men (58°). 


Advertising Rates 


£148 “gee 
£176 wn colour 


B& W 
2-colour 


Frequency Discounts for B & W 


10% 


Advertisements 
co 
hy A 


4 -colour £214 | 3 times 


6 times 


Subject to maintenance of present exchange rate 


12 times 


Det Basta 
ur Reader's Digest 


London Enquiries 


THE READER’S DIGEST ASSOCIATION LTD. 


1 ALBEMARLE STREET, LONDON, W.1 
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Agency co-operation is needed to sell 


British consumer goods 


HE marked increase in 

trade between Britain and 
Sweden during the past few 
years is in no small measure a 
result of judicious advertising. 
In the achievement of this 
expansion, both British and 
Swedish advertising agencies 
have made weighty coritribu- 
tions. 

There are, admittedly, fortunate 
factors in the equation. Swedish 
advertising men speak naturally 
the same language as the British 
pioneers from whom they have 
learnt much of their business. In 
the matter of advertising, they 
are “on the same wavelength.” 
This has undoubtedly made col- 
laboration between them excep- 
tionally pleasant and effective. 

To-day, the professional stan- 
dards of the authorised agencies 
in Sweden are higher than ever, 
on a level, we believe, with those 
of the leading British agencies. 

As a result of the nature of the 
trade between our two countries, 
the flow of advertising has been 
mainly from Britain to Sweden. 
Swedish exports consist largely of 


by HANS HUMMEL-GUMALIUS, 


Director, Svenska Telegrambyran. 


raw materials, which do not need 
advertising. But iron ore, steel, 
timber and pulp are not the only 
goods shipped out of Sweden. 
There is, in addition, a long list 
of finished products for which a 
world-wide market has been 
created—by their Swedish quality 
and effective advertising. 

The tendency to centralise 
export advertising has clearly 
become widespread in English- 
speaking countries. My impres- 
sion is that a majority of British 
exporters have adopted this prin- 
ciple, with good results. Its 
advantages may be summarised 
as follows: 

Better possibilities of co- 
ordinating advertising with 
other centrally-directed activi- 
tes. 

Complete of all 
advertising. 

Internationally co-ordinated 
campaigns are more effective. 

Reduced production costs 
for advertising. 

Saves time and reduces the 
work load for representatives. 
To get the full benefit of cen- 

tralised export advertising, how- 


control 


2 
Nias 
antllboesten 


AE MUSOVAENA BORSTIARRI A - HUSKVARNA 


This advertisement is a good example of current Swedish work. it 
is part of a local campaign for a Swedish toothbrush. The caption 
reads: “First in the morning . . . last at night!” 


ever, the agency used by the 
exporter must have adequate 
foreign connections, and must 
collaborate with first-class adver- 


PULART JORDEN RUNT 


Beet pamdeon fr hetepe wmet bogd ar 
br rama ng eatys toll bares fo igh 
wm forse fom boom fb 

Gorka Plaka Plt 


Bla Gillette Blad 


tising agencies in the countries to 
which the goods are shipped. 
These foreign agencies should not 
be mere copy translators and 
space buyers—they need to have 
a complete modern service 
department just as much as the 
agency handling ‘the central 
account. 

The local agency in the foreign 
market must be fully equipped 
for this reason: neither the 
exporter nor his agency can 
always be fully conversant with 
conditions in the local market. 
Besides being complicated, and 
difficult for an outsider to pene- 
trate, they are apt to change 
rapidly. Consequently, if con- 
siderable latitude is given to the 
local agency in handling much 
of the detail, the advertising can 
be made decidedly more effective. 
This is, in fact, essential for the 
proper functioning of the cen- 
tralised system. It means, of 
course, that the local agencies 
must enjoy the full confidence of 
the client and his agency—and 
for that, they have to be highly 
qualified. 

What then are the qualifications 
required of the local agency? It 
should be able to provide market 
analyses, and weigh up the sales 
possibilities for foreign goods of 


Valj med 
urskill 


ttm TOBRALCO 


Two British firms that have 
made themselves well known in 
Sweden by their advertising 
are Gillette (left) and Tootal 
(above). -These advertisements 
are good illustrations of the 
way original advertisements 
executed by British agencies 
can be “translated” into the 
Swedish idiom by local agencies. 


the most varied types. It should 
also be able to find suitable 
agents and distributors—whom it 
might help in working out a mar- 
keting scheme. The agency should 
be able to distribute the local 
advertising budget objectively 
and correctly. (In this connec- 
tion it should be borne in mind 
that there are some 240 daily 
newspapers in Sweden, besides 
40-50 popular weeklies and over 
500 trade papers—not to men- 
tion all the other media.) 
Further, the local agency must 
be able to translate the client's 
ideas—both for illustrations and 
copy—so that they fit smoothly 
into their new surroundings and 
make a proper appeal to local 
taste. The agency must be able 
to do this, too, without breaking 
out of the international mould in 
which the campaign is cast. This 
is one of the most difficult aspects 
of the whole operation—and it is 
of utmost importance that the 
local agency be given a free hand 
to carry out the transposition in a 
manner it knows to be effective. 
In addition to the above ser- 
vices, the local agency must 
always be prepared to work out 
a special campaign on its own, 
and to aid distributors in their 


Continued on page 9 
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Swedish business 


These days, the business situation presents a puzzling picture. 


While some have to cope with shortages, others—who last 


| year were hard put to satisfy demand—are now up against sales 


difficulties. And selling may prove still harder 


in the days to come... 


How are you finding the Swedish market? Are you wrestling with 
| just such problems? If so, we would like to say a word about 
advertising. In situations of this kind, advertising can play 
a yital part; it can be summoned to your aid quickly and 
efficiently on a local or a nation-wide basis, aimed directly 
ct the customer or reinforced with other measures 


to increase sales. 


GUMALLIUS has had to find the answers to many such riddles. 
We would suggest that you get in touch with one of our offices 


in Stockholm, Gothenburg or Malmé, and 


tell us about your difficulty — preferably r \\ 
) ) \ | 

before it becomes acute. | \\ \ 
| | 

YUN 


4 
gumeelius 


Complete service for advertisers with all advertivime agents 
Scandinavia as their market is a 
provided by GUMAELIUS through 4 


THE SCANDINAVIAN FOUR— 

a combination of leading advertising 

cencies in Denmark, Vinland, Norway 
and Sweden. 
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4 
AGENCIES MUST! 
CO-OPERATE 


Continued from page 7 ] 


sales promotion efforts in all sorts 
of ways. 

Thus, in many respects the 
demands made on the local 
agency in a centralised system are 
even greater than those made on 
an agency which only handles 
domestic accounts. 

Naturally, the advice I have 
given should not be taken as 
meaning that a big burden of 
work and responsibility is re- 
moved from the main agency in 
the exporting country. Quite the 
contrary. To organise the export 
advertising of a product in such 
a way that it can be adapted with 
equal ease to local conditions 
in the Far East and Scandinavia, 
for instance, is an immensely 
difficult task, needing lots of 
experience and even more ability. 
To be the spider in the web of 


oe 8 ee 6 ee 6 oe 


= tal kokhett vatten 


eek 8e8 tenrir! 
Li 

Varfow ar Mepad oi > 
hast tt dive 


Another example of Swedish 

consumer goods advertising. 

Artwork standards are nor- 
mally very high. 


a world-encircling organisation 
requires, as well, a good measure 
of tact and diplomacy. 

It is a matter of pride and 
pleasure to us Swedes in the 
advertising business that we have 
been able to contribute to the 
expansion of British - Swedish 
trade. It pleases us, too, that we 
have had some small part in 
Britain’s remarkable export drive. 
We are particularly happy that 
this stimulating collaboration has 
further strengthened the _ ties 
between us and our friends in the 
British Isles—and hope that these 
ties will only become firmer and 
more numerous 
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How the consumer is protected 
by the Swedish A.A. 


by RALPH RILTON, 


Director, Swedish Advertising Association. 


HERE is little advertising 

in Sweden which can be 
stamped as untrue, exaggerated 
or otherwise undesirable. As 
in other business and profes- 
sional fields, a code of ethics 
has been drawn up. To-day, 
self-discipline is a pronounced 
characteristic of Swedish ad- 
vertising. 

As early as 1919 Swedish 
advertising men formed local 
associations, which later became 
part of a national advertising 
federation which has been a 
powerful force in improving 
advertising ethics. 

Various organisations have 
contributed to the development of 
advertising standards. They 
include the association of adver- 
tisers, the association of adver- 
tising agencies, and the various 
associations of advertising media 

newspaper publishers, book 


publishers, and the like All 
these groups have improved the 
working conditions of their pro 
fessional spheres and sought to 
perfect things in their own fields. 


For many years all these 
organisations have been repre- 
sented on the board of the 
Swedish Advertising Association, 
and they work well together. As 
from next year, consumers will 
also be represented on the board. 
In Sweden we are anxious to 
work together with the consumers. 
We feel that the “two way traffic” 
is good for further development. 


It has been said: “The success 
of advertising depends on public 
confidence.” 

In Swedish advertising circles 
we thought it of vital importance 
to learn if advertising really had 
the confidence of the public. So 
we set out to find the answers 
by means of a public survey. The 
results of this survey will be 


ready next year, but we have 
lready found out that there is 
great confidence in advertising in 

The question, whether or not 
the public would like to see 
advertising banned? brought a 
nearly unanimous “No.” It is 
interesting to note that the num- 
ber of “No’s” was extremely high 
i1 the opinion leading groups 
They gave as the main reasons 
why they did not wish to see 
advertising banned, that advertis- 
ing gives the consumer valuable 
product information and that 
advertising is an essential expres- 
sion of the freedom of the indi- 
vidual in society. 

The public is well provided 
with protection against undesir- 
able advertising in Sweden 
through the activities of the 
“Juries of Opinion” of different 
kinds. The same applies to in- 
dustries and businesses which use 
advertising. 


Tests for point-of-sale 
promotion schemes 


by ELOF AHLBECK, 


Assistant Director, Institute of Market Research. 


ITH the object of provid- 

ing up-to-date information 
about sales of consumer goods, 
continuous investigations at 
the retail trade stage were 
begun in Sweden in 1949. 

The pattern was taken from the 
investigations carried out by the 
A.C, Nielsen Company in the 
United States, Canada and Great 
Britain. The figures are based 
on the taking of stock in alter- 
nate months, and on examina- 
tions of the purchase transactions 
in a number of shops selected so 
that their sales represent a cross- 
section of the sales in all the 
shops of similar type in Sweden. 

The statistical material avail 
able for the purpose of selecting 
shops was in the first place pro- 
vided by an investigation of 
empioyment conditions, which 
was carried out in 1946. 

A contributing factor to the 
accurate completion of these in- 
vestigations has been the favour- 
able view taken of them both by 
indjvidual tradesmen and by thc 


SURVEYS EXAMINE— 
@ Retail market trends 


@ The effects of shop 
window displays 


retail trade organisations 
every participating retail 
an agreement is made, which in- 
cludes permission on the one 
hand to take stock of certain 
goods held by the shop, and on 
the other hand to examine the 
purchases made. In return for 
his co-operation the retailer 
receives certain market informa- 
tion. and by way of recompense 
for his direct assistance in stock- 
taking he receives a sum in cash. 
To cover some products, not- 
ably chemicals, it has been 
necessary for stocktaking to 
embrace many different types of 
shop. It was, for example, im 
possible satisfactorily to cover a 
number of chemical products 


without investigation of grocers’, 
general stores, oil and paint 
stores, also chemists’ shops. For 
goods like safety razor blades, 
tobacconists and ironmongers had 
to be included as well as normal 
retail outlets. On the other hand, 
for foodstuffs it was possible to 
confine attention to grocers’ and 
general stores. 

Information obtained from the 
investigations has included com- 
parative figures of sales in com- 
petitive fields. Details have also 
come to light about stocks held, 
the number of shops carrying 
various brands and sizes of pack- 
age, and the distribution of the 
stocks. The findings have been 
analysed by geographical areas, 
and it is possible to follow trends 
in different sections of the 
market, 

One task which may be per- 
formed by an investigation of 
this type is to examine the results 
of sales promotion schemes, With 
this object in view special investi- 
gations are frequently confined 
to test towns or specially selected 
areas. The effect of window dis- 
plays, for example, has been 
tested by a study of sales charts 
before, during and after the dis- 
play was in use. 

These sales surveys have been 
carried out with marked success 
in test towns where new products 
have been marketed. Risks have 
been eliminated, marketing mis 
takes remedied--and the chance 
of unnecessary losses greatly 
reduced, 
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ADVERTISER'S WEEKLY- 


AV Ja\Ja 
ov 
Allmanna Annonsbyran AB 


Stockholm - Sweden 
Cable address: 
Advertising 
- 
AAA lands sales 
arguments even 
on small space. 
* 
Advertising counsellor 


to these Swedish “Champions” 


(and many others) 

AGA, Swedish Pulp Corp., 
Electrolux, Findus, 
Forenade-Framtiden, 
Svenska Trahus, 
Marabou, 

SAAB Aircraft Company, 
Wasa-Crisp-Bread. 


-Swedish Supplement 


‘ABC’ answers all 
readership questions 


by JAMES BRADE, 
Managing Director, Tidningsstatistik A.B. 


HAT does the Swedish 

market represent for any- 
body who wishes to export his 
products to it? Sweden has 
7,046,920 inhabitants, who 
have a total income of about 
18,500 million Swedish crowns 
a year. It is estimated that the 
number of households is 
2,232,000, and one can there- 
fore calculate that the average 
Swedish household has a net 
income of 8,400 crowns, or 
£560 a year. 

It is also important to know 
that 1-4 million households, or 
62 per cent of the total number, 
are in built-up areas, while 0-8 
million, or 38 per cent are jn the 
country. Twenty-nine per cent 
of the households and 37 per cent 
of the total incomes are in the 
areas around the large towns— 
the “newspaper districts” of 
Stockholm, Gothenburg and 
Malmé. 

As soon as one decides to try 
to win this market, the question 
arises how to reach it with pub- 
licity, in particular by advertis- 
ing 

What is known about the 
coverage of the Swedish Press? 

Swedish advertising agencies 


| and advertisers have at their dis- 


posal an organisation which sup- 
plies an answer to this question 
by means of the standardised 
surveys that it publishes. 

This organisation is the equiva- 
lent of Britain's A.B.C., with the 
difference that its investigations, 
besides producing a yearly review 
of total net circulations, also in- 
clude annual distribution analyses, 
together with subscriber analyses 


at intervals of three to five years. 


The organisation is Tidnings- 
statistik A.B., usually abbreviated 
to T.S. Its neutrality is guaran- 
teed by the fact that the share 
capital of the company is held 
in equal portions by, on the one 
hand, the advertising agencies 
represented in the Authorised 
Advertising Agencies’ Association 
and, on the other hand, the 
Swedish Association of News- 
paper Publishers. The Swedish 
Advertisers’ Association is also 
represented. and Professor 
Gerhard Térnqvist of the Stock- 
holm University School of Busi- 
ness acts as the chairman. 

Figures concerning the distribu- 
tion of newspapers are based on 
investigations conducted in ac- 
cordance with the Swedish Asso- 
ciation of Newspaper Publish.rs’ 
“Regulations for the collecting 
and publishing of statements of 
circulation.” 


The country has been divided 
into “newspaper districts,” which 
are 92 in number, and which are 
constructed according to a simple 
majority principle, with the places 
of publication of the newspapers 
as the starting point. This means 
that, as soon as the newspapers of 
a locality (generally a town) 
together have a greater circulation 
within a town than the news- 


Tidningsstatistik A. B. or ‘ Press 
Statistics’, known for short as 
‘T. S.’, is the Swedish equivalent 
of the A.B.C. It was founded in 
1942 following a gift from Folke 
Stenbeck, director of the Ervaco 
A.B. Advertising Agency. A Press 
studies department, then five years 
old, was handed over to the new 
company. At that time the daily 
newspapers affiliated to the com- 
pany represented /0 per cent of 
the total net sales of all news- 
papers. To-day the proportion 
affiliated is "58 per cent. 


papers of any other adjoining 
locality, that town and rural 
district is counted as belonging to 
the “newspaper district” of the 
first locality. 

T.S. publishes the results of its 
investigations in a year book 
known as the 7.§. Book, The 
statement is given according to 
newspaper districts for the daily 
and weekly Press. For periodicals 
and trade papers the statement 
follows other lines. 

An advertiser who wishes to 
produce the greatest possible 
effect in return for the money he 
spends needs to know some im- 
portant things about newspapers 
and their distribution. For 
example: 

How big is the population, 
and how many households are 
there in a given newspaper 
district? 

What newspapers are pub- 
lished in this district? 

How large is their average 
net circulation? 

How great is the distribution 
inside the district? 

How great is the distribution 
outside the district? 

What newspapers from other 
districts are distributed in this 
newspaper district? 

Once one has obtained a pic- 
ture of the distribution of the 
local Press in the district, other 
questions arise: 

How great is the distribution 
of the large-town newspapers 
in the district? 

How great is the circulation 


your 


of magazines affiliated to T.S. 
in the district? 

How are subscribers divided 
between different social classes, 


income groups, age groups, 
etc.? 
All these questions are 


answered in the T.S. Book. 
A special section of the publi- 
cation deals with periodicals. 
These are the kind of questions 
it answers: 
Which is the periodical or 
periodicals by means of which 


one can reach persons or 
firms in a given trade or 
business? 


On what scale and in what 
manner are these periodicals 
distributed? 

Who publishes them? 

For most periodicals, other 
than popular magazines, a con- 
cept of circulation is applied 
which is different from the usual 
net circulation, This is the 
average number of copies distri- 
buted, and it is subdivided on the 
one hand into copies for which 
payment is made in whole or in 
part and, on the other hand, 
copies which are sent out to 
members of associations without 
any charge. 

The 7.S. Book gives informa- 
tion about all the 240 daily news- 
papers in Sweden (including 206 
affiliated to the T.S., representing 
98 per cent of the total net cir- 
culation), 30 newspapers—com- 
parable with Britain’s local and 
suburban weeklies—which ap- 
pear at most once or twice each 
week, 53 magazines, and 473 trade 
papers and other periodicals. 

Since the distribution of news- 
papers in Sweden can be ascer- 
tained by districts each year in 
actual figures, it is quite natural 
that the classification into 
districts for this purpose should 
form a standard for the classifica- 
tion for other purposes also. The 
original purpose of this classifica- 
tion, which was devised for ad- 
vertising agents, advertisers and 
newspapers, has been extended to 
aid commercial interests. 

Many firms in Sweden are 
beginning to use the newspaper 
districts as the basis for their 
sales statistics, and perhaps the 
time is not so distant when jt will 
be possible to follow the sales of 
key articles on that basis. The 
result ought to be a more effec- 
tive development of sales tech- 
niques. 

In addition to statistics classi- 
fied according to newspaper 
districts. the material published 
by the T.S. thus provides informa- 
tion which can be used for pro- 
moting sales. 
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Allers 


-for the whole family 
Oldest in Sweden- 
still in the lead. 
Net circulation 


231.000 copies 


FamiljeJournalen 


25:an 


weekly for modern, 


young people. 
. Net circulation 


100.000 copies 


Swedish Supplement—ADVERTISER'S WEEKLY 


Femina 
-leading ladies’ journal. 


Net circulation 


113.000 copies 


Karl-Alfred 


}/ comic magazine for 
youngsters of all ages. 
Net circulation 


53.000 copies 


Representative in 
the United Kingdom: 


ROBERT J. SMYTH 


... firmly rooted in the Swedish family for four generations 
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ADVERTISER'S WEEKLY—Swedish Supplement 


No. 3 country of the world 
in consumption of 


TEXTILES : 


USA 41°5 pounds per capita 


CANADA 25-3 


SWEDEN 24°6 


Swedish textile 
trade magazine 


published monthly exc. January and 
July as an official organ 


following organisations : 


1) Sveriges Textilindustrif6rbund 
Ihe Swedish Textile Employers’ 


Association 


~ 


4; Konfektionsindustriféreningen 
The Federation of Swedish Ready 


Made Clothing Industry 


isher of TEXTILIA, a 


fashion and textile magazine, appear- 


ing twice a year 


Ask for more facts 
from our London Office 


Frank L. Crane 
69 Fleet Street, E.C.4 - Phone Central 2811 


Textilradet The Federation 
Swedish Textile Industry. 
Sveriges Konfektionsindustrifér 
bund The Swedish Ready-Made 
Clothing Employers’ Association 


ad Office : Postbox 7007, Stockholm 
7. Textil och Konfektion is the pub- 
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Quick look round Sweden’s ad. world 


_ Out - of -the-blue publishing 
_ enterprise paid dividends 


N late 1942, while the Battle 

of Stalingrad was raging and 
Sweden was virtually isolated 
from the outside world, two 
daring directors of the Reader's 
Digest Association broke the 
air blockade and landed in 
Stockholm in an _ English 
“Mosquito.” 

It created a great deal of stir 
in Swedish publishing circles 
when they started negotiations 
regarding the publishing of a 
Swedish edition of the American 
Reader's Digest. Most publishers 
were very sceptical and advised 
against the venture, but Barclay 
Acheson and Marvin Lowes, who 
had two years earlier successfully 
launched a Spanish and Portu- 
guese edition in South America, 
were full of confidence after 
their study of the Swedish 
market. 

And so Det Bésta ur Reader's 
Digest saw the light of day at the 
end of February 1943, 60,000 
copies were distributed and every 
copy was snapped up. To-day 
the circulation is 260,000 guaran- 
teed to advertisers 

~~ * * 


In 1950, it is estimated, 300 
million kroner was spent on ad- 
vertising in Sweden. ’ 

* * ” 


LLERS, which enters its 76th 

year of issue in 1952, occu- 

Pies a special position among 
Sweden's weeklies. 

Well up among the highest cir- 

culation figures, the journal ranks 
fourth in its class. 


* * * 


“A’’-Pressen comprises a group 
of over 30 leading Swedish news- 
papers and reaches almost a third 
of the homes of Sweden. The 
name “A’’-Pressen is an abbrevia- 
tion of Arbetar Pressen—Social 
Democratic Press. 

Most of the papers in this 
group started out as independent 
publications. the first of which, 
“Morgon Tidningen,” was estab- 
lished in 1885. But for the past 
fifteen years all the papers have 
been members of the Social 
Democratic Press with a central 
office in Stockholm. 

Through this office, which is 
introducing in the group a new 
system of standardised accounts, 
all financial policy, loans, invest- 
ments and even the joint purchase 
of new printing equipment has 
been co-ordinated. A result of 
this standardisation *s that direct 
comparison may be made of cir- 
culation and finance for all the 
group papers. Another depart- 
ment in this central office is the 
“A”-Pressen Stockholmsredaktion 
—editorial office-—operating as a 
modern news agency, distributing 


news, pictures, and feature 
material throughout the group. 
The Central Advertisement 
Office, also at Stockholm, apart 
from keeping contact with the 
leading overseas advertising 
agencies, carries on _ publicity 
work through, not only the Press, 


Smaller papers 


Sweden’s newspapers will 
have fewer pages next year, 
it was announced this month 
by the Swedish Newspaper 
Publishers’ Association. 

The reduction in size is 
because newsprint prices are 
increasing by 10 to 20 per 
cent under a new agreement 
with the mills. 

At present Swedish daily 
papers average 18 pages. 


but such mediums as handbills, 
placards, exhibitions and dis- 
plays. It publishes the “A”- 
Pressen Advertising Handbook 
giving details of rates, circulation, 
and territorial coverage. 
* * * 
WEDISH firms are very alive 
to the necessity for sales 
literature in English. Feeling that 
English continues to be the 
world’s commercial language, the 
Swedes translate much informa- 
tion into that language. 

A particularly useful transla- 
tion of this kind has been made 
by Tidiningsstatistik—the equiva- 
lent of our Audit Bureau of Cir- 
lations—of their handbook on 
newspapers and periodicals. It is 
designed to be studied simultane- 
ously with the charts and other 
graphical illustrations in the 
original version. The arrangement 
is particularly convenient, each 
page in the Swedish version being 
clearly cross-referenced in the 
little English volume. 

One interesting section ex- 
plains the set-up of T.S. Share- 
holders are Sweden's advertising 
agencies and the Newspaper Pub- 
lishers’ Association. The chair- 
man of the board of directors is 
neutral; other directors represent 
agencies, newspapers, and adver- 
tisers. 

* +. 


Another co-operative body of 
considerable interest to adver- 
tisers who intend to use the 
Swedish Press is A. B. Svenska 
Pressbyran. Practically all distri- 
bution of newspapers for sinele 
copy sales in Sweden is under- 
taken by this organisation, a co- 
operative enterprise jointly owned 
by the Swedish newspapers. The 
firm has, in fact. been in exist- 
ence since 1899, explains an 
English booklet recently pro 
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Swedish Supplement—ADVERTISER’S WEEKLY 


Gunther & Back 


Advertising Agency 


Advertising - Marketing - Market Research - Sales Planning 


GULLMARSHUS + JOHANNESHOV-STOCKHOLM + CABLE: ADVERAGENCY 


A different kind of agency 
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Although the name 
“Everybody's 


order advertising, 


test of the quality of 
lication. 
beautifully 


cover as the 


printed 


tion of 158,042. 
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“HEMMETS VECKOTIDNING ” 


(Weekly of the Home) is Sweden’s largest popular 
weekly magazine with a circulation of 375,564 copies. 
Inside its four-colour offset cover there is reading 
matter for the entire family—interesting articles for 
father, short stories, serials and housekeeping tips for 
| mother, children’s stories and comic strips for the kiddies. 


Weekly’ 
actually the ladies’ magazine 
par preference. It has proved 
particularly effective for mail- 
the real 


It has the same 


‘““Hemmets 
Veckotidning” and a circula- 


rates are extremely low. 


ADVERTISER'S WEEKLY—Swedish Supplement 


In Sweden more than 
one family out of six 
reads the 


The “Hemmets Veckotidning” has a sister 
*ALLAS VECKOTIDNING ” 


means 
’ it is 


a pub- 


offset 


In relation to the circulation figures, the advertising 
Orders to these two magazines 
through all authorised Swedish advertising agencies. 


TECHNICAL INFORMATION_UWUWU 


Hemmets Allas 
Veckotidning Veckotidning 
1 page 225 312mm. | 176 240mm. 
1 column 50mm. wide | 50mm. wide 


A. B. ALLHEM, MALMO, SWEDEN 


handa (Liberal), 


14 


duced, but the newspapers did 
not get control until 1940 
The firm has for many years 
carried out all distribution of 
newspapers on the Swedish State 
railways; among their services is 
the provision of special news 
vendors who travel on the trains. 
Another interesting feature of 
Pressbyran’s activities is the 
—— of foreign journals. 
* - 


A a English booklet—it 
is rather more than a book- 
let, being 18 in. x 12 in. and in 
full colour—comes from the 
Gumaelius advertising agency. 
This agency handles a number of 
accounts well known in_ this 


| country, including Esso and Ford. 


A clear indication of the type of 
creative work required for the 
Swedish market can be obtained 
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by comparing the sort of adver- 
lisements which these advertisers 
are producing through Gumaelius 
with their British work. 

* * * 


Advertising films in Sweden are 
screened immediately before the 
actual entertainment. Total 
length allowed in each  pro- 
gramme is about 600 feet. Adver- 
tising films are usually about 
100 or 200 ft. Slides or slide 
films are not shown. 

- * * 


ASf month, for the first 
time in Sweden, Svenska 
Dagbladet carried a four-colour, 
full-page advertisement on the 
front page. 
A most effective ad. for men’s 
clothing, it attracted considerable 
attention. 


the Nordvdstra 
Skanes Tidningar (Conservative), 


| the Vestmanlands Lans Tidning 


(Liberal) and the Smalandsposten 
(Conservative) all have circula- 
tions of between 35,835 and 
31,702, There are 19 papers with 
circulations between 30,000 and 


| 20,000, and 13 with between 
20,000 and 15,000. 
The popular magazines are 


, monthly magazines. 


divided by T.S. (Sweden’s A.B.C.) 
into two groups. The bigger 
group comprises 43 weekly and 
For 39 of 
these the circulation is stated. 
Their total circulations amount 
to 4,496,000. 
The largest publisher of 
periodicals is the Ahlén & Aker- 
lunds Férlags A.B., of Stock- 
holm, which publishes 11 of the 
periodicals included in this group. 


, Two other houses publish four 


| periodicals each. 


The remaining 


| 24 periodicals are published by 
18 houses. 


Principal periodicals 


These are the principal 
periodicals and their circulations: 


Ahlén and Akerlunds Férlags 


A.B., Stockholm 

Women’s 
Hela Varlden 238,362 
| Husmodern .. 212,151 
| Damernas Varld 213,132 

| Aret Runt, with 

Vecko-Nytt 125,785 

Men’s 
Allt 113,141 
Levande Liver . 109,359 

Family 
Vecko-Revyn 272,522 

| Others 
Se fa ‘ . 221,564 
Vecko-Journalen 63,012 


Saxon and Lindstréms Férlags 
A.B., Stockholm 
Svensk Damtidning 
(women) 128,691 
Lektyr (men) ... 153,805 
Allhems Férlags A.B., Malmo 
Hemmets Veckotidning 
(family) .. 375,564 


Daily newspaper circulation 
Continued from page 4 


Allas Veckotidning 
(women) 

Allers Familj-Journals 
A.B., Hilsingborg 

Allers (family) 231,22 

Femina (women) -- $83,142 

Hemmets Journals Firlags A.B., 

Malmé 


Hemmets Journal 


(family) 114,461 
Fickjournalen 
(women) 116,494 


Published In Stockholm 
Folket i Bild 


(family, men) 216,032 
Det Basta ss . 262,529 
Among the 10 ‘newspapers 


which belong to the other group, 
and which represent a combina- 
tion of the popular Press and 
technical Press (not trade 
journals), there are a number of 
interesting publications. These 
include Vi, organ of the con- 
sumer co-operatives, and /CA- 
Kuriren, journal of the organised 
private traders. These papers 
have large circulations: Vi, 
621,460 distributed copies; ICA- 
Kuriren 426,204. 


ONE tooth 
makes no saw..! 


One ad makes no campaign. 
Only consistent repetition of good 
ideas makes effective advertising. 


Allmanna Annonsbyran AB 


Stockholm — Sweden 
Cable address: AY 
titi t~) 


Advertising 
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The A& A 


covers 78% 
of households in Sweden 


Sweden’s largest and most important 
women’s magazines 


a 
| f 


Swedish Supplement—ADVERTISER’S WEEKLY 


- 


Magazine Group 


of the total number 


| Sweden's most distin- 
guished family magazine 


Sweden's only 


Other 


picture magazine | A & A magazines 


HUSMODERN 


HUSMODERN 


The Housewife 


Net circulation: 
212,151 copies weekly 


Mm rate: 
Sw. kr. 3:75 


Column width: 50 mm 
1/1 page: 3 columns 


Cover: 4 colour-offset 


Inside pages: 2 colour- 


rotogravure 


DAMERNAS VARLD 


Woman's World 


Net circulation: 
213,132 copies weekly 


Mm rate: 
Sw. kr. 3:75 


Column width: 50 mm 
1/1 page: 3 columns 


Cover: 4 colour-offset 


| Inside pages: 2 colour- | 


rotogravure 


| VECKO-JOURNALEN 


The Weekly Journal 


Net circulation: 
63,012 copies weekly 
Mm rate: 

Sw. kr. 1:75 
Column width: 50 mm 
1/1 page: 4 columns 
Cover: front page 
2 colour-rotogravure 
back and inside pages: 
4 colour-rotogravure 


Inside pages: 2 colour- 


rotogravure 


Net circulation: 
221,564 copies weekly 


Mm rate: 
Sw. kr. 2:50 


Column width: 50 mm 
1/1 page: 4 columns 


Printed in 2 colour- 
rotogravure 


Please apply to our London Office for further information. 
The readership survey “Information on Swedish Media” free of charge by request. 


VECKO-REVYN 
The Weekly Review 
272,522 copies 
(weekly) 


HELA VARLDEN 
The Whole World 
238,362 copies 
(weekly) 


ARET RUNT 
The Year Round 
125,785 copies 
(weekly) 


LEVANDE LIVET 
The Real Life 
109,359 copies 

(weekly) 


VART HEM 
Our Home 
105,137 copies 
(weekly) 


FILM-JOURNALEN 
The Movie Journal 
39,567 copies 
(weekly) 


ALLT 
Everything 
113,141 copies 
(monthly) 


THE SWEDISH A & A MAGAZINE GROUP 


London Office: Frank L. Crane, 69 Fleet Street, London, E.C.4. Central 2811 
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| ANNONS 


advertising 


largest city, is 


Agents who have 


OLO! 


OLOF ISACSON | 


BYRA 


A fully-equipped and modern 
agency, 
| fifteen recognised by the Swedish 

Advertising Association, and with 

its offices in the great shipping port 

of Gothenburg, Sweden's second 
desirous of co- 
operating with British Advertising 
clients interested 
in export to Sweden. 


Would agency principals write direct to the Managing Director 


ISACSON 
Messrs. Olof Isacson Aanonsbyra Ab 
Ostra Hamngatan 14, Gothenburg, Sweden 


A B 


one of the 


FICK JOURNALEN appeals each week 
toa lively and alert public, on tiptoe 
for everything that’s new—for the 
latest news about clothes, about soft 
drinks, sports goods, cosmetics, 
jewellery and so on—things which 
they canafford more easily than most. 

The advertiser can and should 
take advantage of the exceptional 
goodwill which this paper has 
earned from its readers 


Net sales for first 
of 1951: 
weekly. 


Exclusively represented by 


half 
116,500 copies 


JOSHUA B.POWERS,LTD. 
14 Cockspur Street, London, S.W.1. 


Who wants to 


\ Phy: talk to Sweden's youth ! 


The whole page in FICK 
JOURNALEN is large enough to 
tell a full advertising story in a 
comprehensive and attractive form, 
yet it is one of the lowest priced 
full pages in the world. Here is a 
really valuable advertising medium 
for every manufacturer of products 
designed to a greater or lesser 
degree for youth between 17 and 
25 years of age. 


FICK 
Jo Mbithi 


® Tel.: WHitehall 3305. 
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How to choose an agent 


Continued from page 3 


Trade organisations and tech- 
nical publications 
Where can One get information 
on such points in Sweden? These 
are some of the sources: 


Official organisations and 
institutions The authorities 
publish valuable statistics. For 


instance, the Central Bureau of 
Statistics publishes each year a 
compendium called the Statistical 
Yearbook. The Swedish Board 
of Trade publishes, among other 
things, an annual work called 
Trade, which gives information 
about imports and exports, and 
another called /ndustry, which 
gives information about the quan- 
tities and values produced. One 
can form a very good idea of em- 
ployment conditions and the posts 
open in wholesale and retail 
trade from the survey published 
by the State Labour Market 
Commission. There are many 
others of the same kind. 

Trade organisations and asso- 
ciations, all within the categories 
of wholesalers or importers. The 
Swedish Wholesalers’ Association 
is the central organisation for 
private wholesalers and  im- 
porters. It has a special foreign 
trade department, which is avail- 
able to give information of 
various kinds. In the same way 
the Co-operative Association 


gives information about co- 
operative wholesale and retail 
trade 

Economic journals and trade 


publications also provide valuable 
information. For instance, the 
periodical Affdrsekonomj regu- 


| larly publishes surveys of various 


' tained direct 


trades. Other publications of a 
more general nature are Industria 
and Den Svenska Marknaden. 

The banks in Sweden have 
g00d contacts with commerce 
and industry, and can provide 
valuable information and indica- 
tions regarding potential distri- 
butors. 


Check your 
information 


Information may also be ob- 
from the potential 
distributor. When using this 
source, it is essential to be sure 
that the information obtained is 
not from that source only. After 
all, it may be coloured, Various 
sources should be used, so that 
the material produced is not too 
one-sided. 

The authorised advertising 
agencies, that is to say those 
which are approved by the Asso- 
ciation of Newspaper Publishers, 
are organised in the Advertising 
Agents’ Association. In addition 
to these authorised agencies there 
are in Sweden a large number of 
publicity consultants. Informa- 
tion about these may be obtained 
from the Swedish Publicity Asso- 
ciation, among other sources. 

Market investigators can, of 
course, quickly give a general 


picture. Contact with a consult- 
ing firm of this type is often to 
be recommended. 

STAGE 2: With this general 
introduction the exporter stands 
a good chance of getting the right 
kind of contacts with potential 
distributors and advertising 
agencies. If his product is one 
requiring extensive publicity, for 
example consumer publicity, then 
he will naturally look for a distri- 
butor who has experience—-and 
understanding of the importance 
of publicity as such 


Study problems 
on the spot 


For this purpose he will have 
to study on the spot the organisa- 
tion and methods of working of 
the distributors whom he con- 
siders. He will have to look at 
the way they nurse the distribu- 
tion of other goods, their attitude 
towards publicity, and their stock 
of sales statistics, and other such 
things. If that is done, he may 
expect to get a fairly thorough 
insight into some of the details 
of their organisation and 
methods. After all, if the two 
Parties are to work together in 
future, they must have full con- 
fidence in each other. 

When one makes contact in 
this way with potential distribu 
tors Or advertising agents, jt is a 
good idea not to talk only with 
the head of the firm, because he 
will be “selling” himself and the 
firm as well. One ought to meet 
his subordinates, and form an 
impression of them. In this way 
a clearer picture of the firm's 
qualifications for properly 
handling the product may be 
gained. If the subordinates are 
good, then it may safely be 
assumed that they will have in- 
sisted on correct organisation and 
methods in their firm. 


ONE blow 
fells no tree..! 


One ad fells no 
buving-resistance. 
The blows must come hard enough, 
often enough, and numerous enough. 


Allmanna Annonsbyran AB 


Stockholm -— Sweden 
SA, 


Cable address: 
Advertising 


7 as er cai 
ADVERTISER'S WEEKLY—Swedish Supplement 16 ee a 
; 7 
a ct 
; re ee | ST | 
ee — . 
; | 
6 | : 
° 
i 
in 
: — 
S = a | , 
= y pe 
“ Thane 
ii | 7 | i i | | 
a } er 4 aN ta 
- | } 4 7, | 
- is Fe | | | 
iy ' it s ~ 7 ey i Le 
: ee NN, 
5 | 
ih 7 } 
eng | 
hee 5 
ie rn See 
® 
Se Si ee <tr : 
ee — 


NOVEMBER 29, 195] Swedish Supplement—ADVERTISER’S WEEKLY 


ge 
=” 


GOTEBORGS HANDELS- OCH SJOFARTS-TIDNING 


Due to its influential position — amongst the consumers, in- 
dustrial and mercantile community of Gothenburg and the 
whole of Western Sweden + Géteborgs Handels- och Sjé- 
farts-Tidning is your most effective medium of advertising. 
Do you wish to publicise your consumer goods or indu- 


strial products in Sweden? Then send your advertisements to 


GOTEBORGS HANDELS- OCH SJOFARTS-TIDNING 


THE LEADING NEWSPAPER IX WESTERN SWEDEN 


British representative : 


FRANK L. CRANE, 69, FLEET STREET, LONDON E.C. 4. 


The shortest way to 
INDUSTRIAL BUYING POWER IN SWEDEN 
6,000,000,000 Kronor (£414 million) 


TEKNISK TIDSKRIFT 


(Official organ of the Swedish Association of Engineers and Architects) 


HERE 1S WHY: 


Readership.—Engineers in all branches of industry, purchasing and sales managers, 
eads of government offices and municipal services, etc. One-third of all 
readers are in executive positions. 


Circulation.—Certified net circulation June 30, 1951: 10,017 copies per weekly 
issue (increase since 1945 more than 2,000 copies). 


Advertising.—Swedish industry invests more money in TeKNisk Tipskerirt than 


in any other publication. Advertising volume is greater than in the two 
next largest industrial journals combined. 


7 Results.—A Swedish advertiser writes: “We have noticed a remarkable increase 

AKTHEBOLAGET in orders after insertion days.” And another: “Our ads. in TEeKNisk 

R TONG Tipskrirt have, without comparison, given the best results. And one of 

al ERAS OC ° the largest British agencies writes: “TEKNISK TIDSKRIFT is the paper where 
: : : we get results.”” 


And so will you! Consult : 


London Office: 


eet ed 


FRANK L. CRANE 
69 Fleet Street - E.C.4. Central 2811 


SWEDEN’S FOREMOST AUTHORITY ON ALL TECHNICAL & INDUSTRIAL SUBJECTS 
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MARKET RESEARCH 
in SWEDEN 
* 
The Swedish 
Gallup Poll 


conducts 
Market Surveys 
Consumer Test Panels 
Pantry Surveys 
Distribution Surveys 
Retail Sales & 
Inventory Control 
Public Relations 
Research 


Enquiries are invited 
Address Sven O. Blomquist, 
Managing Director 
SVENSKA 
GALLUP INSTITUTET AB 
48 Kungsgatan, Stockholm 
Cables: **Gallupopinion™ 


NOVEMBER 29, 1951 


Land of the Midnight Sun is 
a paradise for tourists 


BY A,SPECIAL CORRESPONDENT: 


ONE picture 
aaes 


One ad makes no campaign. 


One idea often gives full effect to 
an ad — but it needs several ads to 


give full efect-to an idea. 


Stockholm — Sweden 


Cable address: 
Advertising 


no film..! 


j 


| 
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PRESSENS TIDNING 


Bimonthly Trade Paper 


Svenska Tidningsutgivareforeningen 


(The Newspaper Publishers’ Association of Sweden) 


SWEDISH NEWSPAPER PUBLISHERS, 

MANAGERS AND PERSONNEL HAVE 

BEEN’ READING THIS MAGAZINE FOR 
THIRTY YEARS 


POST ADDRESS: STOCKHOLM 16 


| increasing 


OR the tourist Sweden 
offers many attractions: 

an invigorating climate, moder- 
ately warm in summer, with 
cool nights graced by a linger- 
ing twilight. Winter, too, ts an 


| agreeable season, thanks to the 
| dry air, and there are numerous 


resorts where every 
sport can be enjoyed. 

The summer season is, how- 
ever, the one that attracts an 
number of British 
Visitors, participating in tours or 


winter 


| sampling the delights of a sea- 


side holiday at one of the resorts 
which abound along the exten- 


| Sive coast line, or one of the many 


Allmanna Annonsbyran AB 


ih AN 


beautiful lake-side resorts; taking 
the leisurely cruise (24 days) 
through the Géta Canal and lakes 
from Gothenburg to Stockholm; 
travelling to Lapland to see the 
Midnight Sun; sailing in the salt 
waters of the granite skerries of 
the west coast, or in the Baltic 
Archipelago with its forest clad 
islands; walking, mountaineering. 
fishing. 

Winter and spring are pleasant 
seasons, especially for those who 
delight in winter sports, which 
can be enjoyed as late as May 
or early June in Lapland, where 


One of Sweden's rural beauty 
spots, the Valley of the River 
Dalalven. 


Stockholm Town Hall, on the 

banks of Lake Malaren, is con- 

sidered, architecturally, to be 

one of the finest modern build- 
ings in Europe. 


it 1s possible to ski in the light 
of the Midnight Sun. 

zach year sees an increasing 
number of motorists taking their 
cars to Sweden, one reason being 
the exceptionally cheap rates of 
the Swedish-Lloyd steamers, no 
charge being made if three ac- 
company the car. The Swedish 
road net-work is extensive, and 
although most of the roads are 
gravelled they are well main- 
tained. Petro] is unrationed and 
costs about 4s. a gallon. Sweden, 
like Britain, has left hand traffic. 


Popularity Of 

Coach Tours 

A new feature of tourism intro- 
duced by the Swedish State Rail- 
ways in the last two years, which 
proved very popular, is their 
“Sunlit Nights Land Cruise” to 
Lapland, a tour lasting nine days, 
during which passengers live on 
the train, making excursions en 
route. To meet the increasing 
demand for motor coach tours 
they have also introduced a num- 
ber of these lasting three to ten 
days, going as far afield as Fin- 
land and the North Cape. 
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SYDSVENSKA DAGBLADES 
'SNALLPOSTEN 


JOSHUA B. POWERS, Ltd. 
14. Cockspur Street LONDON S.W. L. Tel. Whitehall 3305 


co 
* 
al 


NOT ONLY HOW MARY... ‘rm a approved and en 


NEUTRAL organiza- 


but also where 


Newspapers and Magazines in 


and how well Sweden in the TS-BOOK 


advertising agencies and advertisers. 


You can get from us FREE the TS-Booklet 


“Listen to these’’ Here are some 


examples of its contents : 


Whereis YOUR market @ What yearly data do 


(in Sweden) ? you need for your sell- 


Sweden divided into 92 ing and advertising 


campaigns? 


Are newspaper circula- Subscriber analyses 


tion areas and retail through sample test 


1 
! 
| 
| 
regional markets. 1 
! 
1 
! 
1 
1 


trade identical ? 


T 


areas auditing. 


TIDNINGSSTATISTIK AB 


Engelbrektsgatan 10, Stockholm, Sweden 


tion Seana o the SWEDISH press, 


We publish vital information on | 


| 
| 


Swedish Supplement 


_ In the North 


ADVERTISER'S WEEKLY 


The 
Swedish 


A-Press 
the highway to the 


Swedish Market 
+ 


For detai's 
apply London Office 


COLIN TURNER ltd. 


122 SHAFTESBURY AVE., 
GERrard 7459 
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about 


STOCKHOLMS -TIDNINGEN 


first in Sweden’s TS—Areas * 


Stockholms-Tidningen’s excellent coverage of Sweden 
is a long established fact. As you can see from the 1951 
“TS-Book”, Stockholms-Tidningen has the largest 
circulation of all Stockholm dailies—evening papers 
included—in 40 of the 92 newspaper distribution areas 
into which the country is divided; moreover, in 19 
areas ST’s position is equal to one or more of the other 
7 Stockholm papers, so that all told there are 59 news- 
paper areas where there is no larger Stockholm paper 
than ST. 

The adjoining map, showing the 92 newspaper areas, 
will give you a clear picture of the density of ST’s 
coverage. The dark shaded portions are the 40 areas 
where ST has the greatest coverage of all Stockholm 
papers, and those with lighter shading are the 19 
areas where ST’s circulation is equal to one or more of 
the other papers. Stockholms-Tidningen is a MUST 
on the schedule of every national advertiser, for ST 
gives the best coverage of the whole country. 


lverage Net Sale Per Publication Day for 1950 


HP 

4 dB eoFaoeDe 2 

Soh. 184,332 “ch 220,602 
This is why you should place 


STOCKHOLMS-TIDNINGEN 


First on your list 


U.K. Representatives: Joshua B. Powers Ltd., 14 Cockspur Street, London,S.W.1 
Tel: WHI 3366 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone : Chancery 8844.) 
November 29, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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Publications News and Notes 


Selling ‘Guardian’ 


To Women 


Entitled “It's Good Business to 
Get a Wife,” a leaflet has been 
produced by the research and _pro- 
motion department of the Man- 
chester Guardian to draw attention 
to the paper’s feminine page, which 
appears each Thursday and has 
already begun to attract many 
national advertisers. The leaflet, 
which is being distributed to most 
advertising agencies throughout the 
country, was inspired by a letter 
from a reader oflering to supply a 
week's specimen menus to anyone 
who would care to write to her. 
Within 48 hours of the publication 
of her ‘etter in the Manchester 
Guardian the reader had received 
no fewer than 760 requests. The 
newspaper undertook to print the 
menus in order to meet the demand, 
and nearly 2,000 copies have now 
been distributed to feminine readers. 

. * * 

A “Children’s Chronicle” con- 
ducted by “Uncle Peter” is now 
being featured in the Oldham 
Chronicle and cmbraces stories, 
puzzles, cartoons, and competitions. 

* * * 

November issue of The Banker 
has reached a record with 58 pages 
of advertising. The large amount 
of international advertising which 
this journal usually carries is due 
to the fact that there is practicaily 
no country in the world where it 
is not read, either in the banking 
community or in government econ- 
omic and financial departments. It 
has even added to its readership in 

. Bucharest, Moscow, Muk- 
and other Soviet- 
dominated territories. 
*~ - . 

Woman is running a Christmas 
fashion competition for readers, 
offering £500 prize money to the 
entry which shows the best taste, 
judgment and fashion sense. 

* - ~ 

Nation-wide ballot to elect the 
“Sportsman of the Year” for 1951, 
organised annually by Sporting 
Record, opens on December 1. 

* ~ . 

The “Mercury Girl” finals and 
ala ball, to be held at the West 
snd Ballroom, Birmingham, to- 
morrow, will be the climax to a 
competition which has been running 
in the columns of the Birmingham 
Sunday Mercury for five months 
and which has attracted many 
thousands of entries. 

iad * * 

A bright 48-page December issue 
of the Royal Air Force Review 
features a Christmas cartoon cover 
by Lewis, in true R.A.F. tradition. 
Leading features include a_ series 
which provide a “backcloth” to 
the Egypt-Sudan position; an inside 
look at the M.LG with cut-away 
diagram; and a two-page spread on 
the W.R.A.F. Girl of the Year. 
With this issue, the price increases 
from 9d. to Is. 

* - . 

Cover of the December issue of 
Magpie has been designed as a 
Christmas card so that the maga- 
zine can be sent to friends as a 
token gift to convey the customary 
greetings. 

* * * 
_ Soccer law—in theory and prac- 
tice, is discussed by Sir Stanley 
Rous and Willy eis] in the 


December issue of World S 
the cover of which shows in ful 
colour, Swiss skier Georges 
Schneider. 

* . * 

The cover of the December 
Reader's Digest is festive with a 
Christmas scene, specially painted 
by Rowland Hilder. 

* . * 

Easy-to-make and economical 
ideas for presents are a feature of 
the Christmas issue of Pins a 
Needles. 


~ * . 

With more than 100 pages, the 
fourth-quarter Adelphi is the big- 
gest issue yet published. It con- 
tains some two dozen pages of 
advertisements, mostly from pub- 
lishers. W. H. R. Cook, periodicals 
manager, Staples Press Ltd., the 
publishers, has built up the adver- 
tising almost from nil. February 
issue, a snecial book number, will be 
larger still. 

* * * 

The Institute of Personnel Man- 
agement announces a change in 
publishing arrangements for their 
official Journal, which has been 
appearing a‘ternate months. Next 
year the Journal will appear in four 
enlarged quarterly volumes dated 
March, June, September and 
December. 

* * . 

January issue of the Journal of 
the Royal Sanitary Institute will 
feature articles on food hygiene and 
poisoning, water supoly and drain- 
age, refuse disnosal, the leather 
industry, and the prevention of 
disease in man and animals. 

* * . 

This vear’s Christmas number of 
John O’London’s Weekly published 
by George Newnes Ltd., is double 
the normal size, and contains 52 
pages. The front cover is a gay 
two-colour design featuring familiar 
symbols of the Christmas season, 
Advertisement pages in the i 
total 24, which include 
announcements of no fewer than 
66 individual publishers. 

* . * 

Modern equipment for increasing 
outnut. training staff and fighting 
industrial fires is described in the 
December Personnel M-nacement, 
Welfare and Industrial Eauinment, 
published bv the Shaw Publishing 
Co., Ltd. A topical note is struck 
by a feature on “How to organise 
your works party.” 

* - 

On Monday the Daily Herald 
began a daily, serial feature on 
Sanare Dancing bv David Miller, 
B.B.C. expert on the subiect. 

* * + 


A feature.story on Daily Express 
cartoonist Giles’ mohile — str-dio 
is included in the Christmas issue 
of Modern Caravan. 

* . - 

Time and Tide’s Christmas Num- 
ber, due December &, price 1s.. will 
be enlarged to 84 pages and will 
carry a red cover as well as a large 
auantity of book publishers’ adver- 
tising. A children’s supplement 
will be detachable from the main 
issue. 

* * 

Average net sales of Good 
Motoring for the six months ended 
April 1951 were 24,849 copies per 
issue, according to a certificate pre- 
pared by Dangerfield, Brewis & Co.., 
chartered accountants. 
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If you are not one of those firms whose delivery men 


an 


drive about in nameless vans, then what we are about 
to suggest will appeal to you. 

The idea is ‘signature’ papers. We design and print 
for you a special box paper, with your name and address 
or your trading device; symbols that by skilful designing 
provide visual appeal and convert otherwise vacant 


space into powerful 
advertising media. 
The cost is reasonable, and 
subsequent printings work out 
at no more than stock ranges, because 
the cost of the blocks is covered 
in the initial order. 


SANDERSON 


€ 


Signature papers 


52/53 BERNERS STREET, LONDON, Wel 
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ADVERTISER'S WEEKLY 
Profit Motive 
In Advertising 


“During the International Adver- 
tising Conference I became weary 
listening to speakers talking about 
the social responsibilities of adver- 
using,” said W. McMillan (adver- 
tisement director of the Manchester 
Guardian and Evening News Ltd.), 
addressing Manchester branch of the 
Incorporated Advertising Managers’ 
Association 

“Surely the first responsibility 1s 
to the advertiser,” he continued. 

“IT must confess that, in the end, 
the result is that society may bene- 
fit, but first and foremost it is the 
manufacturer or the one offering a 
service. This is as it should be. One 
thing amiss with our country is that 
we are prone to forget that there 
is litte wrong with the profit 
motive.” 

Discussing the newspaper situa- 
tion in America, Mr. McMillan 
said: “It looks as if there may well 
be a reduction in circulation forced 
by the publishers. This, of course, 
will have the automatic effect of in- 
creasing the = advertising = rates 
ilthough probably in a more accept- 
able form than the usual method. 
On the other hand certain restric- 
tions on space may be imposed by 
the publishers. These matters are 
anyone's guess but it may well be 
that the old fashioned price factor 
will result in a reduced consumption 
of newsprint by a country which 
would object strongly to any reduc- 
tion being forced on the industry as 
in this country. 


LISTENERSHIP 
SURVEY FIGURES 


Radio Luxembourg _listenership 
survey conducted by the British 
Market Research Bureau in 20 
towns includes tables giving a daily 
breakdown of percentage listener- 
ship for each programme. 

Peak listening audience is near'y 
six millions 

Average = daily and 
listenership percentages 
with the B.B.C. are 

Daily: Radio Luxembourg 
B.B.C. Home Service, 31-5 
Programme, 43-7; Television, 

Sundays Radio Luxembourg, 
15-7: B.B.C. Home Service, 19-0: 
Light Programme, 49-4; Television 


8-8. 
“ee 
30 Ad. Firms 
Support Press Ball 
Over 30 advertising firms provided 
gifts for the Trade and Technical 
Press Ball held on Friday at the 
Royal Empire Society Rooms in aid 
of the Widows and Orphans Fund 
of the National Union of Journal- 
ists. The event was covered by 
Gaumont British Newsreels who 
photographed the presentation to 
film actress Joan Rice of a crown 
of newspaper clippings awarded by 
the Branch to the actress receiving 
the best publicity during the year. 
“Miss Press Clippings of 1951” 
was also featured in Saturday's 
edition of “In Town Tonight.” — 


Praise for yet 

The Ashton-under-L \ 
proudly told its reader 
good as the Reporier 
Bradley, a member of the 
Newspapers’ Productivity 
the U.S.A., had told a repres¢ 


Sunday 
compared 


as follows 


Reporter 


tive: “In all the week“y paper 

we were taken round in America 
none struck me as. being so, well- | 
equipped as the Reporter. 


Commercial Artists 


FASHION 
ARTIST 
LADIES ... CHILDREN . 
MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


6, wondidt . 
KIRKSTUDIO 
24, HOLBORN. LONDON. E.C/ 

CHANCERY 47/3 


HE 79/80 Sianey St 


ew IN| A N Birmingham, 4 
| Md MI ] iS) Birmingham 
U) 


Central 1345 


BUGITY 
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Cut Letters 


Process Engravers 


** GRAFOREL "* 


display 
lettering 


Cut-out relief lettering, 

ready gummed, !2 types, 3/16" -8” 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, $.W.3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Rood, W./! 
Tel. PARK 9431 


SCOTTISH STUDIOS & ENGRAVERS 
offer a unique & complete service for 
COMMERCIAL ART 
P PHOTOGRAPHY 
& BLOCK -MAKING 
PNortne e &Seorush advertisers 
196 CLYDE 37. GLASGOW 
City 6961-2-5 


Blocks & Dies 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
CHAncery 3506 


N} 
Y 
D 
hee ART ian LTD. 


HOLborn 8841 


Mechanical Displays 


Have You Seen 
**SCREENASCOPE’’? 


The finest continuous automatic 


STILL PICTURE PROJECTOR 
for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows, Stores, etc. 
CRANE AUTOMATIC CO. LTD. 
Makers of Iiluminated Signs 


Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. WEMbiey 5997 


Direct Mail 


POSTAGE Reduced for 
Your DIRECT MAIL 
by using HOMEX up-to-date 
MAILING LISTS. 
Built to YOUR requirements. 
All Dead Wood Eliminated. 
Every name a PROSPECT. 
Enquiries to 
Statistical Department 
HOMEX PUBLICITY 
11 Old Bond St., London, W.! 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
CLE 6474 Est. 38 years 


ARC: 6076 


Packing 


Transfer Mftrs. 


TRANSFERS 


for all purposes 

Shop Window and Trans- 
port Vehicle Advertising. 

Brand Marking Products, etc 


ASSOCIATED 
TRANSFERS 
LTD 


Send for 


EXPERT 
PACKING 
PAYS 
Collation, Packing and Despatch 
--We offer a prempt and efficient 
service for the collation, packing 
and despatch of advertising 
material—Showcards, Displays, 
Leaflets, etc.. Write or phone 
E. CHRISTIAN & CO. LTD. 


10a De Beauvoir Sq., London, N.! 
Clissald 3463 . « 


Quotations 43 Avenue Chambers 
r Southampton Row, W.C.1 
Tel. HOL 9082 & 8141-2 


Exhibitions « Displays 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDICS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


COOK’S 
DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 8652/ 
EXHIBITIONS - DISPLAYS - SIGNS 
FLUORESCENT SPECIALISTS 


DISPLAD LTD. 
CASTLEFIELDS 
MANCHESTER [5 
BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


Cut-out Letters « Signs 


SIGNWRITING 
DISPLAYS, EXHIBITION STANDS 
ELY SIGNS 
195 Clarendon Road, London, W.!/ 
Trade Enquiries Welcome 
phone PARK 1530 (2 lines) 


SIGNS OF ALL KINDS 


J. D. SIGNS 


| IVES STREET, CHELSEA, S.W.3 
Tel. KENsington 5096 
GLASSWRITING, EXHIBITION AND 
GENERAL SIGNWORK 


DISPLAY aNnb 
EXHIBITIONS LTD. 


167-171 QUEENSWAY, W.2 
Phone : BAYswoter 2291-2 


EXHIBITIONS STANDS 
AND DISPLAYS 
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General Printers 


Photographers 


Advertising Novelties 


NDON ART SERVICE 


Chichester Rents 

| Hh Chancery : iabae WC? | 

| COMMERCIALLADVERTISING | 
a ae 


OPY SERVICE - Phone HOL- 6669 


ve 


From postage stamp to poster 
in single copies or quantities 
SCOTLAND 
. NIMMO 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 
ROBERT P. HYMERS LTD 
17 Clifford St., W.1 MAY fair 6768-9 
NORTHERN AREA 
R. DIXON, 5 Hillingdon Rd. 


Stretford, Manchester 
Longford 2647 


oe 
Advertising - Industrial - Editorial 
and Colour Photography 


A.C. K. WARE 


(PHOTOGRAPHS) LTD 
Metropolitan 9536 
Pomeroy House, Basinghall St., London, E.C.2 
e 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 
PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


Art Supplies 


BRUSHES 

for Lettering, Design and Signwriting in 
pure Kolinsky Sable, Squirrel and Ox- 
hair. Finest quality, handmade at trade 
Prices, direct from manufacturer. 

Free lists and details from 

ROSS, BRAZIER & CO. 
23 Widegate Street, Bishopsgate, E.! 
"Phone BIS 8960 


Goodwill Gifts 


of ADVERTISING NOVELTIES 
for your business friends and 
potential customers 


SHENTON SERIES 


Offers a large range with per- 
sonal service. Write for our 
Catalogue or ask our repre- 
sentative to call. 

We are actual manufacturers 


GALE MELVILLE LIMITED 
61/73 GROVE, OLD KENT 
ROAD, S.E.1, Tel. BER 4187 (2 lines) 


Whether it’s merely a job of 


duplicating 


~~ stencil, of lithographic pro 
ces or even a batch of 
onvelapas that require 


addressing 


from lists supplied by you or 
Prepared by us; and if the job 
of making-up, enclosing and 


mailing 


is one your Office staff could 
well be spared why not phone 


Fermaprint 


17 Fleet Street, E.C.4 Cen 2426 
90 Victoria Street, S.W.!. Vic 8258 


— 
From a baby's bonnet to a suite of 
furniture—we make changeable price 
tickets and showcards to suit al! 

Also special lines 


ADVERTISING GIFTS 


of all types 
from PENCILS to SILVER CUPS 
Send us your enquiries and let us suggest 
gifts to suit your price. 
ANGLO FANCY whic To 


oe turers 
37 Mill Lane, London, N. we 
+ Hampsre ery Sasa and Gladstone 676! 


Process Suppliers 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOD 
Simple to use and very economical. 
Small sample supplied on request. 


THE S.D. SYNDICATE LTD. 
4-6 EARL ST., FINSBURY, LONDON, E.C.2. 
sISHOPSGATE a ESSOECOP. 
BI 


FOR LITHO 
CARTONS 


& WATTS LT. 
2-4 am st laNno, £2 


MONarch 7408 


a © S'ENDARS i953. = 


Printed with your trade advertisement 
First class subjects such 
Girls, Landscapes 
Pastoral and 


as Glamour 

Seascapes, Dogs 
domestic pictures 
Commercial Bold Figure series 
Diaries Prompt contacts picase 
Catalogue showing reproductions in 
colour from CHEVERTON & 
LAIDLER Ltd, Chevier Works 
Princes Risborough, (41), Bucks 

Phone: Princes Risboro 487 


ADVERTISE BY POCKET 
CALENDAR 
COMPLETE MAIL ORDER Advertising 
schemes undertaken. PRINTING for all 
purposes. ENVELOPES addressed 

SPEECHES and letters composed 
THE SCRIPTORIUM PRESS 
30 Capel Road, London, £.7. MAR 2940 


6811 6812 FINSQUARE, 
7001 LONDON. 


Silk Screen Materials 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HAELL’S 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport Tel. STO 3375 


Our 
Business 
is to make a 


Send us 
your trade printing 


F. W. WHITE & CO. 
Trade Letterpress & Litho Printers 
ALBION HOUSE, NEW NORTH ST. 
THEOBALDS RD., W.C.1 » HOL 943/ 


| Editors, at 


| 


ADVERTISER'S WEEKLY 


HOSTILITY TO 
PREss IS 
WIDESPREAD 


The Guild of British Newspaper 
their annual meeting, 
heard their retiring president, 
Brian D. Whiteaker (Express 
and Star, Wolverhampton) assert the 
existence of widespread hostility to 
the Press. 

“Whatever doubts we may have 
about the insistence or otherwise of 
the new Government on the forma- 
tion of a Press Council, we can have 
no doubts at all about the fact that 
not only in Parliament but in the 
country as a whole the newspapers 
have many critics and few friends,” 
he said. 

Lord Woolton’s remarks at the 
Newspaper Society dinner had been 
quoted as an indication that a Con- 
servative Government would be 
much less interested in the forma- 
tion of a Press Council than were 
their predecessors, who were never 
entirely free from the suspicion 
that their attitude was not completely 
unconnected with their political out- 


look. 

“But"—warned Mr. Whiteaker— 
“it should not be forgotten, that 
in the debate on the Press Council 
members of Parliament of all parties 
were for once united, and that the 
basis of their unity was a criticism 
of some aspects of newspaper activi- 
ties and a desire to see in existence 
a body which would attempt to 
curb them.” 


‘Hat-trick’ Award 
For Belgian Agency 


A_ Belgian agency—Bodden and 
Dechy Advertising Ltd.—has 
achieved the remarkable feat in 
association with Esso Standard 
(Belgium) of receiving an award 
from cach of the world’s most im- 
portant direct mail advertising 
associations. 

In 1949 they won the plaque of 
the Mail Advertising Service Asso- 
ciation International (of America), 
in association of direct mail pro- 
ducers. This was for the best cam- 
paign for a service organisation. In 
1950 the same team won the 
British Direct Mail Advertising 
Assocrmtion cup. And this year 
they have been awarded the certi- 
ficate for the best direct mail cam- 
paign in the petroleum field by the 
Direct Mail Advertising Association 
(of America), an association of ad- 
vertisers using direct mail. 


Sales Manager’s 
Map 


Ltd., 
uced a 


Geographia 


Fleet Street, 
have prod 


new edition, 
based on the 1951 Census pro- 
visional figures, of their Sales 
Manager's and Population Map of 
Great Britain. Size 40 in. x 50 in., 
the map is available in several 
styles, and is accompanied by a 
separate index in booklet form. 
Accessories, such as coloured 
chinagraph pencils, flags, and map 
pins, are also available. 


Novel Night Ad. 


A novel method of advertising 
was used by a Norwich cinema to 
publicise a film when a Norfolk 
Airways machine carrying the film's 
title illuminated by over 300 flash- 


| lamp bulbs flew over the city. 


It is claimed that this is the first 


| time an aeroplane has been used at 


night for such a _ purpose in 
Norwich. The sign, consisting of 
14 ft. letters, was cut from spare 
pieces of tin. 
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A fine city, NORWICH 


Lj NORWICH UNION 


This is one of the full colour ads. 
now appearing for Norwich Union 
Insurance Societies. 


Vt 


(NEWS) 
OPSA DATA 


ALMANAC 
of 
Le Progres Egyptien 


= = 


A certificate issued by 
Chartered Accountants dis- 
closes that 24,754 people 
took part in the entry for 
prizes issued with the 1951 
Edition of the famous 
1952 Edition 
now in preparation. 


Ask for details. 


Almanac. 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY I’? 

0 Fleet St.London.£04 Cen 549467670 


British advertisers anxious to 
Increase thelr trade with 
Denmark should investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, It still offers adequate 
space facilities. Fut! details from: 


CRANE-DEBENHAM LTD., 


€9, FLEET STREET, LONDON, E-C-4 
Central cil 
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CURRENT 


ADVERTISING 


Six Films Sequel To Horlick’s 


Strip Ads. 


New development in Horlick’s 
advertising comes next week with 
the release of six technicolor 
films modelled on the strip car- 
toons which have been a popular 
feature of Horlick’s Press adver- 
tising for some time. 

It was felt that the stage had 
been reached where the idea should 
be extended. at the same time, 
retaining the Press ads. 

During the next six months the 
films, each jlasting two minutes, will 
be shown at 1,500 cinemas through- 
out the country. The titles are: 
“The Turning Point’—a story of 
domestic trouble : “Counsel's 
Dilemma”—with the law as_ its 
setting; “Deadline’—a tale of a 
newspaperman; “Lab. Report’’—set 
in a research laboratory; “A Father 
Forvot’—"A child's heart is easv to 
break . . . and very hard to mend” ; 
and “A Model Called Jennic’’—with 
the fashion world as its theme. 

he films were produced by 
Gerard Holdsworth at the Riverside 
and Walton-on-Thames studios. Dis- 
tribution is through Theatre Pub- 
licity Ltd.. - ~ 

Trade Press advertising, placed 
by the J. Walter Thomoson Co., 
Ltd., is featuring the films. 

. * * 
W. H. Emmett Co., Ltd., have 
been re-appointed agents for the 
ce Appliance and _ Business 
Equipment Trades Association. 
* * . 


NEW_ACCOUNTS 


The Liverpool office of S. C. 
Peacock Ltd. has been appointed to 
handle the advertising account of 
H. Bolsam & Co., Ltd., clothing 
manufacturers and retailers. 

- ~ * 


Journals covering architecture 
and building will be uged by Dixons 
Westend Advertising Utd. for three 
new accounts—Reparations-Drewfus 
Ltd., cleaners and restorers of 
stonework; John Kent (London) 
Ltd., fibrous plaster and Luxor and 
Linsitu§ flooring specialists; and 
Palmer's Travelling Cradle & Scaf- 
fold Co. Ltd. 


. 

Auger & Turner Ltd. have been 
appointed to handle the advertising 
for F. A. Young & Sons Ltd. 
(Young's of Horley). distributors of 
poultry houses and _ horticultural 
equipment. National Press, period- 
icals and trade Press will be used. 
Another new account for this 
agency is Factrex Products Ltd. 
with a ape in the trade Press. 

“ 


Lawson Trout Publicity Ltd. (Bir- 
mingham) are taking over the ad- 
vertising and public relations of the 
David Gorviek oere, Lichietd. 


Doig Advertising Service (New- 
castle) have been appointed for 
Heron Heating Devices Ltd., manu- 
facturers of Thermal heating devices 
for the paint and oil industries. 
Plans are being made for advertis- 
ws to appear early in the New 


ear. 
* * 
ACCOUNTS RELINQUISHED 


George Murray (Advertising) Ltd. 
have relinquished the account of 


British Glandular Products Ltd. 


D.lcis Appoint 


Winter Thomas 


Dolcis (Upsons) Ltd. have 
centralised their publicity 
arrangements by the appoint- 
ment of the Winter Thomas Co., 
Ltd., as their advertising agents. 
Editorial Services Ltd., associate 
compiny of Winter Thomas, 
have been handling the public 
relations of Dolcis since June. 

Claude Simmonds, who is a 
director of both companies, wll 
be responsible for Dolcis pub- 
licity, working in close consult :- 
tion with John Anderson, Dolcis 
publicity manager. 


ACCOUNTS MOVING 


Early in the New Year Gordon & 
Gotch Advertising Ltd. will take 
over the advertising for Andrex 
toilet tissues and handkerchiefs, 
marketed by St. Andrew Mills Lid. 
Plans are in hand for public and 
trade Press publicity, with point-of- 
sale aids. 

- * *~ 

Accounts moving to the London 
office of S. C. Peacock Ltd. include 
Melindon Trading Co., Ltd., as 
from January 1; R. & A. G. Cross- 
land Ltd., with a campaign in trade 
Press covering gas fires and cookers, 
supported by direct mail shots; and 
Bambergers Ltd., timber importers, 
as from December 1. _ 

. * ~ 


Hyde & Partners Ltd. have taken 
over the account of Bramick & Co., 
Ltd., suppliers of mikro pulverise:s, 
atomisers and collectors. Space is 
being reserved in trade and tech- 
nical Press. 

* * * 


John Benington Ltd. have been 
appointed for the U.K. Caterpillar 
Distributors Ltd. as from January 1 
am and agricultural Press will be 
used. 


* * * 


NEW_CAMPAIGNS 


Blixies, combined blouse and 
briefs made by Ludlow Manufac- 
turing Co., Ltd., will be nationally 
advertised for the first time next 
Spring. Women’s magazines and 
fashion journals will be used. Trade 
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Press advertising is now appearing. 

Paul E. Derrick ‘Advertising Ltd. 

are the agents. 
* 


* * 


Slumberland pillows are being 


advertised for the first time since 
the war. 
Partners Ltd. are the agents and the 


Clifford Bloxham & 


schedule includes Radio Times, 
Daly Mail and Daily Express. 

* *~ ~ 

Willsmore & Tibbenham (Nor- 

wich) Ltd. have recently booked 
full pages in colour for the Norwich 
Union Insurance Societies in class 
periodicals including Geographical 
Magazine, House and Garden, 
Homes and Gardens, Country Life, 
The Courier, Go, Sphere, Illustrated 
London News, and Punch. This is 
claimed to be the first time that a 
British insurance company has used 
colour in its advertising. 

~ * 


B. Young & Co., Ltd., makers of 
Spa gelatine, have renewed for a 
twelve month period in ice cream 
and allied trade journals. G. D. 
Peters, engineers, have also renewed 
in trade Press. Both accounts are 
held by T. B. Browne Ltd. 

7” * * 


Advertising for Popular Handi- 
crafts, the Link House publication, 
is being extended and space is being 
taken in national Sundays and 
weekly periodicals. 

* * * 


Bennett Williams Advertising 
Ltd. (Bradford) are placing for 
Watson & Bateson. knitting wools, 
in national Sundays, women’s 
magazines and periodicals; Merlin 
Engineering Co. in specialised home 
and export technical papers; and 
for Allen Radio in trade papers, 
featuring their new Bonnie speaker, 

& * * 


New Tri-ang pedal cars are bein 
featured in advertising in nationa 


dailies and London _ evenings. 
Agents are Colman, Prentis & 
Varley Ltd. 
* - * 
Radio Times of December 14 


will carry a special Christmas gift 
advertisement for Spontex sponges. 
Agents are Crane Publicity Ltd. 
* * ~ 
Papers being used for DCL Yeast 
tablets this winter inc.ude The 
Times, Daily Mail, Daily Mirror, 


Daily Telegraph, Evening News, 
Empire News, Sunday Pictorial, 
Sunday Graphic, Picture Post, 


Illustrated, Punch and provincials. 
Agents are C. J. Lytle Ltd. 


At the New Year, the general 
rates of the Toronto Daily Star 
will be increased to 6Sc per agate 
line. All-time record circulation 
for the period ending March 31, 
1951, was 427,897 copies per day. 


Currently 


appearing in the “Evening News,” “S 


and ‘Evening 


tar” 
Standard” is this teaser ad. for a Mills’ circus, placed by Greenly’s 
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Services & 
Supplies... 


CONT. 


Silk Sereen Services 


A. 


CIA 
RA 


EXHIBITIONS 
DISPLAYS 
PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIONS 


SILK SCREEN 


AND SINGLE COPIES 


GRUNBAUM 


. 
SHOWCARDS 


DISPLAYS 


. 
SILK SCREEN 
PRINTING 


* @ aie 
CEN. 4535 4 


Specialists in 
Screen Printing 


W. C. RAYMENT 


AND COMPANY 


RAYSIGN WORKS 
DURHAM ROAD 
LONDON N7 


e * 
Telephone ARCHWAY 2521 J 


“SYSTEM” Desk Diaries 


A selection of Daily Desk 
Diaries which will serve you 
faitnfully every working day 
of the year. They show you 
instantly all appointments, 
record items for future atten- 
tion, remind you of jobs to be 
done and matters to be 
attended to. 
Write for leaflet to: 


Shaw Publishing Co. Ltd. 
180 Fleet Street, E.C.4 
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®@ Continued from page 426 


£11 Million On Press Ads. 


bury’s chocolate biscuits had a 
three months’ appropriation of 
£27,194 

Meat essences were unusually 
active. The Review comments on 
the maintenance throughout the 
summer of an extensive campaign 
for Brand's Essence as “an 
unusual feature,” and “a break 
with tradition.” Brand's spent 
£30,698 during the quarter. 

The summer months saw the 
biggest burst of advertising of 
salad creams since the war. The 
quarter's aggregate expenditure of 
£29,371 compared with £8,724 a 
year ago. During the past six 
months Kraft have spent £26.634. 

Soups enjoyed an off-season 
drive, Batchelors chicken noodle 
soup contributing £13,304 to the 
aggregate of £28,352. This total 
is over three times as great as in 
the corresponding period last 
year. 

Statistical Review considers the 
past quarter has seen what may 
be the beginning of a steadily 
rising trend in expenditure on 
advertising medicinal prepara- 
tions. During the quarter ended 
September 1950, total recorded 
expenditure for 20 categories of 
medical products was £671,328; 
for the three months ended June 
this year the figure was £731,355; 
last quarter it was £852,186. 

Toothpaste showed a total of 
£248,276 compared with £203,876 
in the preceding quarter, and 
£186,871 in the September quarter 
last year, 

Jewellery, watches and 
accounted for £106,118, an in- 
crease of £17,500 on the previous 
quarter, and more than _ twice 
what was spent in the correspond- 
ing quarter of 1950, 

The quarter's total on razors 


and blades was £99,381, of which 
Gillette spent £57,167. 

Advertising of toilet soaps con- 
tinued at even greater intensity, 
£212,643 being recorded for the 
quarter, against £195,389 for the 
preceding three months. Com- 
pared with 1950 the total for the 
third quarter has almost doubled 
Knight's Castile, which conducted 
a terrific campaign in July, 
became the heaviest spender with 
a three months’ allocation of 
£35,676. 

Another big campaign con- 
ducted by English Electric Co. 
during August and September, 
lifted the total expenditure on 
refrigerators to £65,018 for the 
quarter—compared with £38,644 
for the June quarter. 

Restrictions on output and 
sales caused a drop in the adver- 
tising for electric domestic 
appliances, the quarter's total of 
£33,444 comparing with £53,332 
a year ago. 

Expenditure on advertising of 
radio and television receivers 
shows what is described as “a 
startling expansion.” The 
quarter's total was £246,392. For 
the first nine months of the year 
the aggregate was £486,193 
against £363,435 for the corres- 
ponding period last year. 

he Review comments: “AI- 
though over the whole range of 
branded clothing there is a sea- 
sonal fall in aggregate expendi- 
ture at this time of year, and the 
past quarter is no exception in 
this respect, there is hardly a 
category of products for which 
we have not recorded a greater 
total expenditure as compared 
with last year. This is a con- 
tinuation of the rising trend 
noted in the earlier months of 
the year.” 


Legal & 


WILLS 


Witttam Burr, of 4 Ladbroke Road, 
Park Enficld. M ddesex, 
manager of 


Tottenham / 
£3.315 7s. 3d. gross, £3.270 7s 
WaLrer . of 13 
Bramhall. 
sales manager 
goods division of 
Co. Ltd.. Cambridge Street. 
left £7,515 gross, £7,470 net. 
CuarLes Nickson, of Cambridge Road, 
Hale, Ches., former manager 
Altrincham, Hale and Bowden Guardian, 
left £7,248 10s. 9d. gross, £6,735 2s. 6d. 
net. 


3d. net. 
Broadway, 


Manchester, 


WritiaM Jown Davies, of 15 Shirchall 
‘ark. N.W.4, late city edior of Kemsicy 
Newspapers, left £13.160 7s. 3d. g-oss, 
£13,116 Os. 3d. net. (Duty paid £1,052). 


NEW COMPANIES 


Panta Displays Ltd., 88 Gray's Inn 
Road, W.C.1 i 
contractors. 
Directors 
R 


(Advertising) Ltd., South End 
’ . Dewhurst Street. Darwen Adver- 
tising and publ'city agents and » 
Nominal capital: 000 


Jannink, J.’ Connor and 


Gazette 


BANKRUPTCY PROCEEDINGS 

Josern ANTHONY Burrows. 148. Upper 

‘oss Lane. Manchester 15 late'y carrying 
on business as J.B. Pub! cations (a firm) 
§5-S7 London Road. Manc*ester 1. who'e- 
sale and retail bookseller. Order of 
Adjudication October 29 

NOTICE OF DIVIDEND 

Harotp Wrison Frost. The Novk, 
Rockingham Road, Kettering, Northants, 
journal proprietor. No. § of 1939 First 
and final of 3id. in the £. payab'e 
November 20 at the Official Receiver's 
Office. 6 The Parade, Northampton 

Sports Parape Lrp., 112 Sal sbur ry 
House, Finsbury Circus, London, E.C.2 
pub!'shers No. 00927 of 1949 First 
and final of 3id. in the £. payable at the 
oTice of the Official gee | and —- 
dator, Inveresk How rand, 
London, W.C.2 


CHANGES OF ADDRESS 
T. Booth Wadd'cor & Partners Ltd., to 
38 Park Street. W.1 
Advertising Lid., to 


eri Not'ey 
15_ Hill Street, Berkeley Square. W.1 
Maclean-Hunter Lid. 10 Wellington 


125-130 Strand, Ww. C.2. 


Circulation of Wide World 
magazine, published by Newnes- 
Pearson, for the first half of this 
year was 215,200 compared with 
only 97,661 in 1945. This is one of 
the facts given in an attractive pro- 
motion booklet just issued. 
included is a double-page spread of 
tributes to the paper's pulling power. 


House, 


Also | 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


(Continued from cover) 


BUSINESS OPPORTUNITIES 


R ALL commercial art phone MUS 
7181. W. Partridge, 23 Bloomsbury 
Sa... W.C.1 


AD v ERTISEMENT DIRECTOR, Excep- 
tional opportunity for an advertisement 
manager of proved capacity to purchase 
an interest_ im a tgade journal at a rea- 
sonable figure Present substantial 
volume of advertising, capable of 
further developmem, will bring good re- 
turn =6on_ = invesiment. Salary and 
expenses. Please write in confidence 
with adequate details of career 
Box 9365 Ad. Weekly 180 Fleet St EC4 

NORTH-WEST ENGLAND c.tablished 
space scliing organisation with Man- 
ches.cr office is now able to represent 
additional De ~-* on 
mission Inquiries invited. 

Box 9363 ren Weekly 180 Ficet St BC4 


CHANGE OF ADDRESS 


KIRKSTUDIO LTD 


have removed to 


24 HOLBORN 
LONDON, E.C.! 
CHAncery 4713 


TRADE ANNOUNCEMENTS 


ARTISTS, 
PHOTOGRAPHERS and 
AGENCIES 


are invited to submit specimens for 
catalogue comprising men’s and 
women's wearing apparel, household 
furniture and the hundred and one 
items that make a catalogue suitable 
for one of the world’s largest mail 
order organi ations. The work must 
be of the highest contemporary sian- 
dard and comparable with American 
iilustrations. Letters only, please, to 
the Sole Agents, 


HANS GALLERIES, 
40 DUKE STREET, LONDON, S.W.1 


PRINTERS 


PRINTERS with Works in London and 
Bedford have pa 
production of 
Organs, Staff Journals, exc. Fine co our 
work a speviality at competitive 
Prices. Assistance with Editorial and 
collection of Advertising Revenue could 
be given on_wuitable terms. Write, 
fhe Castle Press, Newnham Street, 
Bedford. 

PUBLICATIONS -Enquiries invited by 
med. um size Printers, who have capacity 
available for producing additional 
month'y magazines — in second 
‘ of month. Special 

for — 
& Son Ltd., 
Hill +— +y S.E.$ 


PRINTERS 


Old established letterpress 
and colour printers with first 
class up-to-date equipment 
invite inquiries for  type- 
setting work, catalogues and 
monthly or quarterly periodi- 
cals. 

Please contact 

4. W. HINDSON & SONS LTD. 


contract, 
126 Denmark 


House, 
Newcastle upon Tyne, ! 
Telephone : Newcastle 21553 


or 
30 City Road, London, E.C.! 
Telephone : MONarch 4881 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


INTELLIGENT 
YOUNG MAN 


required in the Publicity 
Department of leading manu- 
facturer of motor vehicle 
components and accessories 
Experience in the motor trade 
preferred but not essential. 
Interesting work, consisting of 
preparing editorial matter for 
trade and technica] publica- 
tion, and describing in concise 
terms the fitting, operation 
and servicing of motor vehicle 


components and accessories. 
5-day week. Canteen. Pen- 
sion scheme. Write stating 


age, experience and salary 
expected to 
PERSONNEL MANAGER 
WILMOT BREEDEN LTD. 
AMINGTON ROAD 
TYSELEY, BIRMINGHAM 


HIGHLY EXPERIENCED FASHION 
ARTIST required, preferably one used 
to Mail Order catalogue work Apply 
- <a a m Art, § aT hoe Street, London, 

1. Phone MA 9 

ADVERTISING DEP ARIMENT 
EXECUTIVE with clothing experience 
Large Orgamisation with advertising 
department in London, requires a man 
age approximately 30, with experience 

rising mens and women's 

Thorough grounding of 
verlising practice and ability 
4a member of a team are 


Ad. Weckly 180 Fleet St EC4 


470 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s, 6d. 
APPOINTMENTS WANTED, 3s. per. lin 


plus Series 
advertisements under seven insertions ML oT se "PREPAID 
Weekly,” 180 Fleet Street, London, E. 


per line, 40s. per display 


rates application: 
Adaoeme “Advertiser's 
C4. CHAacery 8844, 


APPOINTMENTS VACANT 


STUDIO REPRESENTATIVE requ red 
by growing West End Studio. Please 
write giving full particulars of volume 
of business which can oo introduced, 
and remuneration expect 
Box 9335 Ad. Weckly 180 ‘Feet St EC4 


PUBLICITY : 


A. LINKS & CO. LTD 
Wilson Street 
Glasgow, C.1 


Wholesale Distributors, 
of Poetic Knitwear and 
other merchandise, have 
vacancy for Publicity and 
Display Manager. Good 
salary and excellent 
prospects. Apply stating 
full particulars in con- 
fidence to the Joint 
Managing Director. 


Young man or woman assistant re- 
quired in 


VOUCHER DEPARTMENT 
Armstrong-Warden Ltd., 
69 New Oxford Sweet, W.C.1 


Telephone for appointment 
Temple Bar 6351. 


LAYOUT ARTIST for progressive agency 
Must be first class man with at least § 
years’ experience. Write in confidence 
Stating age, cxpericnce and salary re 
quired to 
Box 9310 Ad. Weekly 180 Fleet St EC4 


Bh ADVERTISING 
GENCY secks Media Research Assist- 
with flar tor statistics and a 
knowledge of the analyses and data 
which are part of the modern Adver- 
tising Space Scheduic This vacancy 
offers progressive Opportunity to man 
or woman who has the above qualifi- 
cations Write for appointment to 
Smiths’ Advertising Agency Lid., 100 
Fleet Street. E.C.4. or phone Staff 
Director, Central $371 


TYPOGRAPHER--VISULALISER wanted 


for Publicty and Advertising Depari- 
ment of well known London Publishing 
House Must have all-round experi- 
ence Interesting and varied work 5- 
day week Excellent prospects. Write, 
supplying details of —a Da perme 
qualifications, salary requ 

Box 9358 Ad. Weekly 180 i ens "st EC4 


ADVERTISING MAN 
with extensive knowledge of ali 
stages of catalogue production 
required by large London retail 
house. Send full details of age and 
Previous expericnce to 

Box 9359 
Advertiser's Weekly, 180 Fleet St., E.C.4 


engage 


tv 


Technical 


od 


Co-ordination 
work 


+ 


na 


lising, posters 


companies on 
8. Servicing of the 


advertising 


World wide organisation require for U.K. 
a trained 


ADVERTISING MAN 


The qualifications required in the man we 
and his responsibilities will be 
as follows 


. Co-ordination of companies’ advertising budgets. 
idvice on advertising material 
of advertising design and creative 


-Introduction of a better standard of shoe drawing. 
Initiation and creation of special products for those 
companies requiring service in respect of news- 
paper advertising, point-of-sale displays and adver- 

novelty giveaways, etc. 

6. Continuation of work on comic strip activities. 

?.Creation of original display ideas and advice to 

those matters where needed. 

African companies 

requirements, 


1// applications to 


BOX 9341 
ADVERTISER’S WEEKLY, 


produced. 


with their 


180 FLEET ST., E.C.4 


TECHNICAL ILLt STRATORS required 
by Admuraity (Men and Women) in con- 
nection with preparation of illustrations 
for technical handbooks, instructional 
wall diagrams and film strips of 
mechanical and electrical equipmen 
used by Royal Navy Must be able 
to draw cutaway perspective views of 
compicx machinery from workshop 
blueprints and able to produce finished 
Originals in line, wash, tone and colour. 
Knowledge of typography, ilustration 


design and layout also desirable 
Salary assessed according to age am 
qualifications. ASSISTANT TECHANI- 


CAL ILLUSTRATORS (ages 16-21) 
Men £150-£260 p.a.. Women £150-£250 
p.a TECHNICAL ILLUSTRATORS, 
Men £340-£575 p.a.. Women £340-£500 
p.a. London rates, salaries in Provinces 
slightly lower Appointments are 
unestabiN but opportunities of 
compcting Tr permanent posts may 
arise Written applications giving 
date of birth and education, full details 
of qualifications and experience of 
posts held (inc.uding dates) should be 
addressed to Appoinuments Officer, 
Ministry of Labour and National 
Service, 1-6 Tavisto.k Square, London 
Ww. quoting reference J.U.5S, 
within 14 days of appearance of this 
advertisement Ir no circumstances 
should original testimonials be  for- 
warded Only candidates selected for 
interview will be advised 
A_MULTIPLE STORE ORGANISA- 
TION seeks to engage a man of first 
class ability to take charge of and 
develop art production in relation to 
showcards, price tickets, internal adver- 
tising in the display sense and to take 
contro! of existing studio, His know- 
ledge and experience must embrace lay- 
outs, typorraphy photography, silk 
screen printing and he should be able 
to produce rough layouts for artists to 
follow He must be a man of ideas 
who combines artistic and technical 
abiliuy with a good business approach 
A g00d commencing salary is offered 
and app‘icants w be considered up to 
the age of 35 years cations in 
complete detai nd full confidence to 
Box AM401. 10 Hertford Street. W.1 
GOOD LAYOUT ARTIST WANTED. 
well known Technical Agency requires 
enother first class layout artist. Must 
be experienced. but young enough to 
: Exce'ient opening for the 
tight man—or woman Only those 
accustomed to turnng out work of 
really a high standard need app'y. Write 
giving details of experience, salary re- 
quired, and if D ssible some samples of 
work which will be returned 
Box 9364 Ad. Weekly 180 Fleet St EC4 


NOVEMBER 29, 1951 


APPOINTMENTS VACANT 


FIRST CLASS LAYOUT ARTIST re- 
quired for Press advertisements. Ability 
in cata.ogue Gesign an advantage. Per- 
manency. In first instance submit ex- 
amples of work with full details of ex- 
perience Stating age and salary 
required All replies treated con- 
fidentially and acknowledged. W. Hop- 
wood & Co. Ltd., 67a Mosley Street, 
an 2 

LL-ROUND COMMERCIAL 

First class leticring essential 

(, Superannuation Rotaprint. 
_Honeypot Lane, N.W.9 

COPYWRITER for Technical Publication. 
Able to interpret blue prints and take 
copy to mock-up stage 
Printing advertising knowledge con- 
sidered. State salary required 
Box 9344 Ad. Weekly 180 Fleet St EC4 


PRODUCTION MAN 
— plus 


Print’ department of medium-size 
London Agency requires experienced 
man to prepare printer’s layouts 
from visuals. Ability to originate 
own layouts from clients’ copy is 
also necessary We do aot require 
just a production clerk All round 
Knowledge of letterpress print pro- 
duction, accuracy and neatness are 
first essential. Write, giving full de- 
tails of experience and salary 
Tequired to 


Box 9360 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Beginner with 


OLTDOOR ADVERTISING _INSPEC- 
TOR required for the West of England 
Must be willing to find accommodation, 
if not already resident in that area. 

B having done National 

Car provited. Full detais of 

past experience and salary required to 

Box 9345 Ad. Weckly 180 Fleet St EC4 


WANTED 


(1) EXPERIENCED PRINT 
BUYER 


Must have thorough 
knowledge of paper, all 
printing processes, pro- 


duction control, record 
keeping. Only those 
accustomed to handling 


quality work in consider- 
able volume need apply. 
Excellent opportunity and 
good prospects. State 
salary. All replies treated 
in strictest confidence. 


(2) ASSISTANT LAYOUT MAN 
(OR WOMAN) 
Experienced in designing 
print of the highest 
quality. Must have 
thorough knowledge of 
typography. Excellent op- 
portunity for anyone 
anxious to produce good 


work. Good prospects. 
State salary. Include 
specimens which will be 
returned. All _ replies 
treated in strictest confi- 
dence. 

Reply (in writing only) 
to 


ADMINISTRATIVE OFFICER 

THE BRITISH TRAVEL & HOLIDAYS 
ASSOCIATION 

64 ST. JAMES’S STREET, LONDON, S.W.1 


SPACE SALESMEN who can justify £15 
minimum weekly draw wanted provin- 
cia! areas. New medium strongly sup- 
ported by licensed trade. Solid paid 
circulation. Opportunity for big 
earners. Write ful! details 
Box 9337 Ad. Weekly 180 Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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NOVEMBER 29, 1951 


APPOINTMENTS VACANT 


TECHNICAL ARTISTS required for ex- 
panding publications department. In- 
leresting and varied work On aircraft 
and marine projects and publications. 
All types of leaument may be expected 
and only good, all-round men need 
apply. Write, giving details of experi- 
ence, age and salary required, and en- 
closing work specimens (returnable), to 
Personne! Officer, Saunders-Roe, Ltd., 
East Cowes, 1.0.W 


EXPERIENCED DISPLAY CARPEN- 
TER wanied, to take position of 
responsibility Write giving full 
uculars of experience and salary 

to et Advertising, 46 


A UNIQUE OPPORTUNITY occurs for 
woman with sound advertising ¢xperi- 
ence to heip develop publicity and saics 
promotion of nationally adverused 
Consumer product for the ome 
Market and the Continent. Journalistic 
experience and ability to write compell- 
ing sales copy, the preparation of news 
matter, general publicity and public re- 
jations work essential. Languages an 
advantage and must 
travel. Interesting 
salary at the Company's London offices 
for the right person. Write in first in- 
stance, stating experience, 10 Box 
K.902, c/o Strects, 110 Old Broad 
Sureet, E.C.2, 


ot 1DOOR ADV ERTISING, three fully 
experienced Site Finders required for 
a) SHEFFIELD; (2) MANCHESTER; 
(3) BIRMINGHAM; must reside in area. 
Generous saary, commission and cx- 
penses to men able to produce good re- 
sults. Positions will be petmanem and 
progressive to the night men. om- 
mence carly January. Interviews 
arranged locally Write in first in- 
stance, giving full particulars, in strict 
confidence 
Box 9346 Ad. Weekly 180 Fleet St EC4 


LAYOUT 
ARTIST 


Rooster Publicity Ltd., offers 
a sound progressive position 
with salary according to 
ability for good layout artist. 
Must have at least five years’ 
experience and have a flair 

for industria] publicity. 
Vacancy also for retoucher, 
preferably with experience 
of high class machine tool 
retouching. Salary according 

to qualifications. 

Write in confidence, giving 
age, experience and salary. 
Also includ+ specimens of lay- 
outs to 

ROOSTER PUBLICITY LTD. 
ROOM 431, TAVISTOCK HOUSE SOUTH 

TAVISTOCK SQUARE, W.C.1 


LAYOUT ARTIST, 25-30, for publishing 
promouon department. Studio or 
agency experience essential Apply in 
writing giving fullest particulars to 
Production Manager, Conde Nast Pub- 
lications, 37 Golden Square, W.1 


JUNIOR PRODUCTION CLERK te- 
quired Knowledge of Typesetting and 
Process work desirable, but not essen- 
tial Applications stating salary fre- 
quired to C.B.B., Rumble, Crowther & 
Nicholas Ltd. 184 Swan C2 


AN ADDITIONAL YOUNG, but experi- 
enced production assistant is required 
by progressive agency to handle group 
accounts, including block ordering, 
maintenance of records, etc. Five day 


Crane Publicity Litd., 
Court, Chancery Lane, 


REPRESEN| t ATIV E 
known 
penny 


required by well 
London photographic and Art 
Previous experience essential. 
Be “4 $330 Ad. W Veekly 180 Fieet St EC4 
ARTIST. Commercial Studio London, 
vacancy for a good all round 
Only first class men need apply 
in confidence, stating age, cx- 
perience and salary required 
Box 9309 Ad. Weekly 180 Fiect S1 EC4 


’Phone your Classifieds 


CLASSIFIED ADVERTISEMENTS 


OINTMENTS VACANT 


LAYOUT ARTIST required to 
creative team in agency handlin con- 
sumer and technical accounts an in- 
terested in carrying out finished draw- 
ings from his own layouts will be given 
every opportunity. Telephone Mr. 
Field, Chancery 5287. 


join 


female, expertonsed. 
Good jours—no 


VOUCHER CLERK, 
Congenial office 


Saturdays. . . 
Box 9334 Ad. Weekly 180 Ficet St BC4 


SALES AND 
PRODUCTION 
MANAGER 

for expaading publishing 


Lon- 


don. Experience of out- 


company outside 


side staff control essen- 

ual. This is a progressive 

appointment for the 
right person. 
Directorship available. 

Box 9271 

Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING REPRESENTATIVE 
with personality and ability to sell 
space in Golf and Hunt Handbooks. 
AD oy by ictter with references to 

Box 3358 Ac 338 Ad. Wi ony 180 Fleet St ECA 


IN THE BACKWoops = 


LIFE IN T 


+ youngish all- 
. Lettering, line and wash, 
—— retouching. Let us hear from 
‘essprint Publicity — Lw., 

ie Orange Suet, Canterbu: 


LAYOUT ‘MEN able to prepare slick 
visuals required by large Studio. Apply 
stating previous experience and salary 
required to 

232 Ad. Weekly 180 Ficet St EC4 


ANOTHER 
GROUND, FLOOR 
OPPORTUNITY 


Rapidly expanding agency 
live young 


necds a 
production man He 
should have a sound knowledge of 
block ordering, typesetting and 
mechanical reproduction generally. 
He should be a good organiser and 
capable of taking responsibility for 
getting copy Out on time. He MUST 
have agency experience The job 
offers splendid opportunities for a 
man who has sufficient drive to keep 
pace with an organisation which is 
growing fast. Write, giving details 
of expericnce to 


Box 9343 
Advertiser's Weekly, 180 Fleet St., E.C.4 


A GOOD ALL ROUND ARTIST wishing 
to exchange the rush and bustle of 
Town Life for the charm and quiet of 
a smal! town in the Garden of England 
and still able to produce good 
quality work should get in touch with 
Kent & Sussex Advertising Service, 20a 
High Street, Canterbury 

PRODUCTION ASSISTANT | coquived by 
publishers yme cxperience in hand- 
ling proofs. blocks, records, 
edge shorthand ‘typing 
Excelient opportunity to gain all-round 
experience. Write fully, and salary 
required to 


0 
Box 9362 Ad. Weekly 180 Fleet St BCS 


Knowl- 
Preferred. 


DISPLAY ARTIST/DESIGNER — 
ence in Production Methods. L 
Good prospects for right a aaed 

30 Full details please 


45 
hg 9333 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


1 AM = 2%, attractive and with a 
Knowledge of artwork and photosraphy. 
i kmow the market and can get 
Invitations invited as repre- 
sentative Or Sales Director. Write ' 
Box 9347 Ad. Weckly 180 Fleet St bCs 


SHORIHAND-TYPISTS. Private Secre- 


Exce 
(WHiltenall 5924), We 


effkicot personnel 

INTELLIGENT YOUNG WOMAN, ex- 
perience space buying and gencral ad- 
verlusing —- sccks position with go- 
abead A 
Box 9348 Ad. “Weekly 180 Fleet St EC4 


specialise in 


FIRST CLASS LAYOUT and production 
Ow employed as Assistant 
Advertisina Manager of well known ad- 
verusers, desites change Keen, ener- 
gctic, and oot afraid of responsibility 


file 
Box 9339 Ad. Weckly 180 Fleet St BC4 


ENERGETIC YOUNG SPACE REPRE- 
SENTATIVE, expericaced outdoor 
publicity, secks advancement. London 
area prcterred, 

Box 9350 Ad. Weekly 180 Ficet St bU4 


ARIIST- Two years Bolt Court, two 
years’ practical agency cxperience—line, 
lettering, layout, clc., secks changes 
Box 9351 Ad, d. Weekly 180 Fleet St Lad 


MESSENGER ‘BOY, \ oucher clerk, ‘block 
room assistant, production Man, pro- 
gress chaser (Engravers), technical copy- 
writer, agency executive caree: 
from 15 to 29. Now seck hard re- 
apy work agency or display 


hou: 
Ad. Weekly 180 Fiect St BC4 


Box ” 9352 
YOUNG LAYOUT TYPOGRAPHER, 5 
years agency experience national 
accounts, requires change 


Box 9353 Ad. Weekly 180 Fleet St EC4 


AGENCY EXECUTIVE requires progres- 
sive «similar position of veruusing 
mManagership Long experience 
branches 


Box 9354 Ad. Weekly 180 Fleet St BC4 


COPY WRITER 


of proved ability and 
wide experience, who 
the 


world and wants to get 


deserted agency 
back into it, would like 
to hear of a position, 
in London, with plenty 
of work and a reason- 
able amount of creative 
scope. 
Box 9342 
Advertiser's Weekly, 180 Fleet St., E.C4 


ARGL sores, ideas, intelligence 
nation, emt Spanish 
French, noel edgec lial — 
caught napping. Please 
Box 9349 Ad. Weekly 180 | Fleet St EC4 


FIRST CLASS ARTIST RE iy CHER, 
technkal figure scraper, colow 
Box 9355 Ad eckly 180 F out St BC4 


EFFICIENT ALL ROUND ARTIST in 
Publkity Departmen of large National 
Advertiser desires change mag + 
handling job from start to finish. Writ 
Box 9340 Ad. Weekly 180 Fleet St ECS 


imagi- 
proficient 
Sa t be 


ADVERTISER'S WEEKLY 


FREE LANCE SERVICES 


EXTREMELY VERSATILE, fully experi- 
enced artist, City area. Requires addi- 
tional work, still life, 1 saee design and 

+_— All mediu 
_Box's 6 Ad. Weekly. 180° Fleet St EC St BC4 


MARKET AVAILABLE 
£ Jlustrators. a 
lack-and-white 
ment or send 
House, Manctte Street, 
_GER 8286 

runner RE & STL L LIFE “DRAW- 
ih scraper. line, wash or colour 
Box 3313 Ad. Weekly 180 Fleet Stu EC4 

FULL-TIME ARTIST willing to under- 
take any line or halftone drawings and 
lettering for reproduction, in a private 


capacity. 
Box 9308 Ad. Weckly 180 Fleet St EC4 


PAPER SCULPTURE and PAPER 
RELIEF also to your own design. 
J. EDWARD SANDER, ‘Sia Rathbone 
rises, Oxford Sueet, W.1. Museum 

88. 


for work by 


ists 
London, W.1. 


EXHIBITION DESIGNERS for free 
lance work required by Studio Torron 
190 Haverstock am N.W.3 


td., 
_ Telephone PRimrose 1921 


FREE LANCE ARTISTS capabiec “of high 

retouching, layout and lettering, 

colour work, cic., are offered accom- 

modation in West End Studio with use 

of bench, drawing board, lighting, beat- 

ing, ene, etc. Inclusive rent 30s. 
ork available 

x 35 Aa. Weekly 180 Fleet St BC4 


ACCOMMODATION 


LONDON OFFICE accommodation 
Quired be or two rooms with tele- 
——. ¢ would share. Sydenham 

inters, Oxford Road, Bournemouth. 


SALES AND WANTS 


UR FATARLE BARGAIN. 

ON Electric 
I ; on ompressors 
BRUSH work. Merely plug in and 
attach air-brush to rubber tube supplied 
Entire equipment complete in handsome 
case with carrying handle. No tank re- 
quired. Weight less than 11 Ibs. 
way fitting 
poim or 5 
executed in strict 


E REDU until 
exhausied 


stoc 
REDUCED FROM 
en with order to 
Products Lid., 1! 
Queen's Terrace, Aberdeen 


RONEO 500 Electric Duplicator. 
mode! with 3 cylinders, 
tard 2272 ranks (West 
81/85 Shaftesbury Avenuc 


OF FCUTS—Cardboard up w 8 in. in 
width, also calf-boards 12 in. x 9 in. 
red one side—teverse cream. For dis 


— at _ low price. 
jox 9357 Ad. Weekly 180 Fleet St BC4 


PERSONAL 


H. DUERDEN, picase contact 
address Box 236 Ad. Weekly 180 Freet 
Street, E.C.4 


BUSINESS OPPORTUNITIES 


CAMERA TALKS 

Specialists im Educational Filmstrip 
All enquiries to C 
omark Place, 


(photographers) 


SHOW CARDS, CUT-OUTS, 


Book Jackets, Advertising Folders, 
etc.. by photo-litho or letterpress 
(own photo-litho process plant.) 
~ IN PRESS LTD. 

Fine Colour Primers, Bournemouth 
Telephone: Boscombe 36835 
London Office: 98-100 Fleet St., .C.4 
Phone: CENtra! 1740 


REPRESENTA. 
publishers es 
coverage for new trade 


ADVERTISEMENT 
TION required by 
complete U.K 

ublication 
™ 9312 Ad. Weekly 180 Fleet St BC4 


(Continued on page 469) 
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STOP PRESS 


NEWSAGENTS 
DISCUSS TERMS 


“Defeatist attitude” of their 
executive on question of publishers’ 
terms was criticised by national 
councillors of Retail Newsagents 
Federation meeting in London. One 
suggestion was that “newsagents 
should get rid of all publications on 
poor terms.” 

Resolution calling for an end to 
“day of sale” agreements defeated. 


PERSONAL NEWS 


H. F. Hutchison, London Trans- 
port’s publicity officer, elected chair- 
man of Design and Industries Asso- 
ciation. 

E. Templeman appointed ad. man- 
ager “Catering Management” from 
December 3. 

Leslie J. Dobson, appointed 
senior visualiser in charge 


F. V. Keithley, 19 years on ad- 
vertisement staff “Express,” retiring 
this week. At luncheon yesterday he 
received portable radio from direc- 
tors, from colleagues. 


NEW EXPORT 
JOURNAL 


“Harpers Wine and _ Spirit 
Gazette” to issue entirely separate 
export journal three times a year 
under title of “Harpers Export 
Wine and Spirit Gazette.” 


Napper, Stinton, Woolley Ltd. 
appointed agents for Hebe Sports- 


Navigators and General Insurance 
Co., Ltd., have appointed Clifford 
Martin Ltd. to handle adver- 
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